IN  THE  UNITED  STATES  DISTRICT  COURT 
FOR  THE  NORTHERN  DISTRICT  OF  ILLINOIS 
EASTERN  DIVISION 


MIDWAY  MFG.  CO., 
an  Illinois  corporation, 


Plaintiffs, 


NORTH  AMERICAN  PHILIPS 
CONSUMER  ELECTRONICS  CORP., 

PARK  TELEVISION  d/b/a 
PARK  MAGNAV6x  HOME 

ENTERTAINMENT  CENTER, 
an  Illinois  partnership,  and 

ED  AVERETT, 
an  individual, 

Defendants. 


)  Civil  Action  No.  81  C  6434 

\  •*>  \  I  .  ¥* 


|  The  Honorable 

)  George  N.  Leighton 

) 

) 

)  JURY  DEMANDED 


PLAINTIFF  MIDWAY’S  FIRST  SET  OF  § 

REQUESTS  FOR  ADMISSIONS  TO  DEFENDANTS  ^  ’ 

Plaintiff,  Midway  Mfg.  Co.  ("Midway1'),  pursuant  to  Rules  33  an^36,  Fed. 

R.  Civ.  P.,  hereby  requests  defendants  to  admit  the  truth  of  the  matters  s^forth  in 

separate  paragraphs  beta,  and  to  provide  the  below  requested  information  with  respect 

to  each  request  tor  admission  that  is  denied  in  whole  or  in  part  or  that  is  not 

unequivocably  admitted,  within  30  dap  after  service  hereof. 

These  requests  are  to  be  answered  individually  by  defendant.  Defendnnts 

are  admonished  to  strictly  observe  the  requirements  of  Rule  36(a)  Fed.  R-  Civ.  P.  with 

respect  to  stating  denials  or  averting  "lack  of  information  or  knowledge"  as  grounds  for 

failure  to  admit  or  deny. 

,n  addition,  defendants  me  revested  to  provide  the  Mowing  information 
respect  to  each  request  for  admi»,o»  that  is  denied  in  wh.ie  or  in  par,  or  that  ,s 

not  unequivocably  admitted. 


State  in  detail  the  factual  basis  for  each  such  denial  or  failure 
to  unequivocably  admit; 

(b)  identify  and  indicate  the  location  of  each  document  that 
supports  each  such  denial  or  failure  to  unequivocably  admit; 

(c)  indicate  specifically  which  portion,  if  any,  of  each  request  is 
the  basis  of  each  such  denial  or  failure  to  equivocably  admit;  and 

(d)  identify  each  person  known  to  defendants  that  has  knowledge 
of  the  facts  which  provide  a  basis  for  each  such  denial  or  failure  to 
unequivocably  admit. 

Request  No.  1 

Certificate  of  Copyright  Registration  No.  PA  83-768  (Exhibit  1  attached)  is 

valid. 

Request  No.  2 

The  facts  stated  in  Certificate  of  Copyright  Registration  No.  PA  83-768 
(Exhibit  1)  are  true. 

Request  No  3 

Midway  Mfg.  Co.  (plaintiff)  owns  all  right,  title  and  interest  in  Copyright 
Reg.  No.  PA  83-768. 

Request  No.  4 

The  PAC-MAN  work  referred  to  in  Box  No.  1  of  Certificate  of  Copyright 

/ 

Registration  No.  PA  83-768  is  the  PAC-MAN  audiovisual  work  that  is  fixed  in  the  PAC- 
MAN  video  game  manufactured  by  Midway  which  was  Exhibit  No.  16  at  the  preliminary 
injunction  hearing,  (coin-operated  game) 

Request  No.  5 

Plaintiff  owns  all  right,  title  and  interest  in  the  nonfunctional  design 
features  of  the  PAC-MAN  audiovisual  work. 
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Request  No.  6 


The  PUCKMAN  audiovisual  work  was  created  by  Namco,  Ltd.  of  Japan. 
Request  No.  7 

The  PUCKMAN  audiovisual  work  created  by  Namco  is  an  original  work 
under  17  U.S.C.  §102. 

Request  No.  8 

Plaintiff  owns  all  right,  title  and  interest  in  the  PAC-MAN  trademark,  Reg. 

Nos.  1,259,524;  1,230,042  and  1,260,102.  (copies  attached) 

Request  No.  9  * 

Plaintiff's  Exhibit  No.  4  is  a  brochure  showing  the  Midway  PAC-MAN  game. 
Request  No.  10 

Plaintiff's  Exhibit  No.  5  is  an  advertisement  of  Atari,  Inc. 


Request  No.  11 

Plaintiff's  Exhibit  No.  6  is  an  advertisement  placed  by  defendant  North 
American  for  the  K.C.  Munchkin  video  game  and  for  other  video  games  sold  by  North 

•v 

American. 

Request  No.  12 

Plaintiff’s  Exhibit  No.  9  is  an  advertisement  that  was  placed  by  an  Odyssey 
dealer  in  the  Chicago  Sun-Times,  Friday,  November  13,  1981  edition. 

Reouest  No.  13 

Plaintiff’s  Exhibit  No.  10  is  an  advertisement  placed  by  an  Odyssey  e  er 
in  the  Chicago  Tribune,  Friday,  November  20,  1981  edition. 

5Sa22U!£j;tai„tl(rs  Exhibit  No.  ,1  *  an  .dv.rtiso.nont  pt.cd  h,  „„  Ofcsso,  do*. 
tn.  Chicago  Tribune.  Sunday,  Nov.mbor  ...  ...1  -»*»• 
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Plaintiffs  Exhibit  No.  12  is  an  advertisement  that  was  placed  by  an 

y  y  dealer  in  the  Chicago  Sun-Times,  Sunday,  November  22,  1981  edition. 

Request  No.  Ifi 

Plaintiffs  Exhibit  No.  17  is  an  Odyssey  advertisement  placed  by  defendant 
North  American  Philips  in  various  magazines. 

Request  No.  17 

Plaintiffs  Exhibit  No.  18  is  an  advertisement  by  an  Odyssey  dealer  that  was 
mailed  in  November  1981. 

Request  No.  18 

Plaintiffs  Exhibit  No.  19  is  an  advertisement  placed  in  the  November  27, 
1981  edition  of  the  Chicago  Tribune  by  an  Odyssey  dealer. 

Request  No.  19 

Plaintiffs  Exhibit  No.  20  was  an  advertisement  placed  in  November  1981  by 
an  Odyssey  dealer. 

Request  No.  2Q 

Plaintiffs  Exhibit  No.  21  is  a  letter  sent  by  David  M.  Arganbright,  Vice 
President  and  General  Manager  of  defendant  North  American  to  Odyssey  dealers  who  had 
been  selling  the  K.C.  Munchkin  video  game. 

Request  No.  21 

Plaintiffs  Exhibit  No.  67  was  received  by  defendant  North  American, 
request  No.  22 

Plaintiff's  Exhibit  No.  67  is  a  document  maintained  by  defendant  North 
American  in  its  files  in  the  ordinary  course  of  business. 

Request  No.  23 

North  American  has  not  produced  a  copy  of  plaintiffs  Exhibit  No.  67  to 


plaintiff. 


Plaintiffs  Exhibit  No.  68  was  received  by  G.  A.  Michaelson  and/or  R.  E 
Hutner,  both  employees  of  defendant  North  American. 

Request  No.  25 

Plaintiffs  Exhibit  No.  68^  is  a  document  maintained  by  defendant  North 
American  in  its  files  in  the  ordinary  course  of  business. 

Request  No,  26 

North  American  has  not  produced  a  copy  of  plaintiffs  Exhibit  No.  68  to 

plaintiff. 

Request  No.  27 

Plaintiffs  Exhibit  No.  69  is  a  copy  of  a  proposed  advertisement  for  the 
K.C.  Munchkin  cartridge. 

Request  No.  28 

Plaintiffs  Exhibit  No.  77,  84,  85,  86,  96,  97  and  98  is  a  document  that  was 
prepared  by  Campbell  Ewald  Company,  an  advertising  agency  that  did  work  for  North 

•k. 

American,  anti  was  received  by  G.  A.  Michaelson  and  R.  E.  Hutner  employees  of 
defendant  North  American. 

Request  No.  29 

Plaintiffs  Exhibit  133  is  a  true  copy  of  an  agreement  between  Ed  Averett 
and  Magna  vox  Consumer  Electronics  Company. 

Y 

Request  No.  30 

Magnavox  Consumer  Electronics  Company  is  a  predecessor  to  defendant 

North  American. 

Request  No.  31 

North  American  is  now  a  party  to  the  agreement  marked  as  plaintiffs 


Exhibit  133. 


Request  No  32 


Plaintiffs  Exhibit  No.  137  is  a  document  maintained  by  defendant  North 
American  in  its  files  in  the  ordinary  course  of  business. 

Request  No.  33 

Plaintiff's  Exhibit  No.  145' is  a  copy  of  a  document  that  was  authored  by 
Gerry  Michaelson,  an  employee  of  North  American  and  sent  to  John  Wattles,  an 
employee  of  Campbell-Ewald  Company  in  April  1981. 

Request  No.  34 

Defendant  North  American  considered  using  the  following  names  as  the 


name  for  the  AC9435  game  cartridge: 

1. 

Pac  attack 

2. 

Snack  man 

3. 

Snack  pack 

4. 

Motor  mouth 

5. 

Munch  man 

6. 

Gobblins. 

Request  No.  35 

Plaintiffs  Exhibit  No.  147  is  an  interoffice  memorandum  for  defendant 
North  American  from  E.  Collins  to  M.  Staup,  R.  Hutner  and  G.  Michaelson,  among  others, 
dated  July  24,  1981,  that  was  prepared  by  a  person  with  knowledge  and  maintained  by 

North  American  in  its  files  in  the  ordinary  course  of  business. 

Request  No.  36 

Plaintiffs  Exhibit  No.  155  is  a  copy  of  a  report  prepared  by  Trout  &  Reese 
Advertising,  New  York,  New  York  for  defendant  North  American. 

Request  No.  37 

Trout  &  Reese  presented  an  oral  report  based  on  plaintiffs  Exhibit  No.  155 
at  North  American's  Knoxville,  Tennessee  offices. 

Request  No.  38 

Plaintiffs  Exhibit  112  is  a  copy  of  a  memorandum  sent  by  Thomas  Hafner 
to  all  Odyssey  dealers  in  November  1981. 
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Request  No.  39 


Ed  Averett,  an  independent  contractor,  created  K.C.  Munchkin  for  North 

American. 

Request  No.  40 

Mr.  Ralph  Staup,  who  is  known  to  his  colleagues  as  "Mike"  Staup,  is  in 
charge  of  defendant  North  American's  home  video  game  development. 

Request  No.  41 

Mr.  Averett  and  Mr.  Staup  first  viewed  Midwayfs  PAC-MAN  video  game  in 


an  airport  arcade. 

Request  No.  42 

After  Mr.  Staup  and  Mr.  Averett  viewed  Midway's  PAC-MAN  video  game, 
they  discussed  the  strengths  and  weaknesses  of  the  PAC-MAN  game  and  its  increasing 

popularity. 

Request  No.  43 

After  discussing  the  strengths  and  weaknesses  of  Midway's  PAC-MAN 
game,  and  the  popularity  of  Midway's  PAC-MAN  game,  Staup  and  Averett  decided  to 
commence  development  of  a  modified  version  of  Midway,  PAC-MAN  to  add  to  North 
American's  Odyssey  line  of  home  video  games. 

Averett  pl.yeO  PAC-MAN  ..  l~t  ■*»<«  UO'"‘  °n 

developing  tne  ^  c.r.ringe  ,«  -  — »  «—  " 

Munchkin. 

firmest  No.  45 


Mr. 


originallV  -  ** 


version  ot  PAC-MAN. 
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Request  No,  4fi 

Mr.  Staup  requested  one  of  North  American’s  in-house  lawyers  to  obtain  a 
license  from  plaintiff  Midway  Mfg.  Co.  for  North  American  to  produce  and  sell  a  video 
game  cartridge  for  its  Odyssey  counsel  using  the  name  PAC-MAN. 

Request  No.  47 

Mr.  Staup  instructed  North  American’s  in-house  lawyer  to  obtain  a  license 
under  the  PAC-MAN  copyright  and  trademark  form  Midway  Mfg  Co. 

Request  No.  48 

While  Mr.  Averett  was  developing  the  cartridge  that  became  K.C. 
Munchkin,  North  American  was  attempting  to  obtain  from  Midway  a  license  under  the 
PAC-MAN  copyright  and  trademark  so  that  it  could  market  the  cartridge  Mr.  Averett 
was  developing  under  the  PAC-MAN  copyrights  and  trademarks. 

Request  No.  49 

Mr.  Staup  learned  that  the  PAC-MAN  license  was  not  available,  and  so 
Momed  Mr.  A».rot.  prior  to  .ho  time  «...  .ho  K.C.  Mhnohldh  eer.ridg.  »ea  oo.plo.od. 

Request  No.  50 

"a„ot  Mr.  Avorot.  finishod  do.oloping  .ho  oartridgo,  i.  woo  rooi.wed  b, 

,  Mr  StflUD  who  told  Mr.  Averett  to  make  further 

North  American  employees,  including  Mr.  Sta  p, 

changes  in  the  game  characters. 

.  roe*.  o.  .ho  -  -  —  -  —  * 

American  om^os,  *.  —  «<  -  “  —  *“ 

bluish  color. 

.o  marketing  «  K.C.  M^chkin  oar.ridge.  North  A—  iaeeod 
internal  iaa.rne.ion.  no.  .o  refer  .o  PAC-MAH  in  promoting  K.C.  Manohk.n. 
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Request  No.  53 


An  independent  retailer  in  the  Chicago  area  ran  advertisements  in  the 

Chicago  Sun-Times  and  the  Chicago  Tribune,  describing  K.C.  Munchkin  as  "a  PAC-MAN 

type  game"  and  "as  challenging  as  PAC-MAN." 

\ 

Request  No.  54 


An  independent  retailer  in  the  Chicago  area  ran  printed  advertisements  in 
November  1981  which  referred  to  K.C.  Munchkin  as  "a  PAC-MAN  game." 

Request  No.  55  > 

Sales  persons  in  two  stores  in  the  Chicago  area  described  the  Odyssey  game 
as  Mlike  PAC-MAN"  and  as  "Odyssey’s  PAC-MAN"  in  November  1981. 

Request  No.  56 

The  expression  of  the  central  figure  as  a  "gobbler"  and  the  pursuit  figures 
as  "ghost  monsters"  distinguishes  PAC-MAN  from  other  prior  video  games. 

Request  No.  57 

PAC-MANfs  particular  artistic  interpretation  of  the  game  was  designed  to 
create  a  certain  impression  which  would  appeal  to  a  nonviolent  player  personality.  The 
PAC-MAN  gobbler  and  ghost  monsters  are  wholly  fanciful  creations,  without  reference 

to  the  real  world. 


Request  No.  58 

North  American  not  only  adopted  the  same  basic  characters  as  the  Gobbler 
and  Ghost  Monsters  in  the  PAC-MAN  game,  but  also  portrayed  them  in  a  manner  which 
made  K.C.  Munchkin  appear  substantially  similar  to  PAC-MAN. 

Request  No»  59 

The  characters  in  the  K.C.  Munchkin  game  include  a  gobbler  and  ghost 


monsters. 
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Tlie  gobbler  and  ghost  monsters  in  the  K.C.  Munchkin  game  appear 

antially  similar  to  the  Gobbler  and  Ghost  Monsters  in  the  PAC-MAN  game. 

Request  No.  fil 

The  K.C.  Munchkin  gobbler  has  several  features  substantially  similar  to  the 
PAC  MAN  Gobbler,  including  the  relative  size  and  shape  of  the  body,  the  v-shaped 
mouth,  and  the  distinctive  gobbling  action,  with  appropriate  sounds,  and  especially  the 
way  in  which  the  gobbler  disappears  upon  being  captured.  The  K.C.  Munchkin  ghost 
monsters  are  virtually  identical  in  size,  shape  and  manner  of  movement  to  the  ghost 

monsters  in  the  PAC-MAN  game.  The  K.C.  Munchkin  ghost  monsters  exhibit  the  same 
peculiar  eye  and  leg  movement  as  the  PAC-MAN  ghost  monsters. 

Request  No.  62 

During  the  play  of  the  PAC-MAN  game,  the  ghost  monsters  chase  PAC- 
MAN  and  can  deflate  it  if  it  is  captured,  unless  the  PAC-MAN  gobbler  eats  a  power 
capsule,  in  which  case  the  roles  of  the  monsters  and  the  gobbler  are  reversed,  and  the 
gobbler  can  chase  and  capture  the  ghost  monsters.  If  a  gobbler  captures  the  ghost 
monster,  the  ghost  monster's  eyes  regenerate  and  return  back  to  the  center  of  the 
game.  The  gobbler  and  ghost  monsters  in  the  K.C.  Munchkin  game  express  the  roll 
reversal  and  regeneration  process  in  a  manner  substantially  similar  to  the  PAC-MAN 

game. 

Request  No.  63 

Video  games  to  appeal  to  an  audience  that  is  fairly  undiscriminating  insofar 
as  their  concern  about  more  subtle  differences  in  artistic  expression. 

Rcnuest  No.  64 

The  main  attraction  of  a  game  such  as  PAC-MAN  lies  in  the  stimulation 
provided  by  the  intensity  of  the  competition. 


Rgquest  No.  65 


A  person  who  is  entranced  by  the  play  of  the  PAC-MAN  game  would  be 
disposed  to  overlook  many  of  the  minor  differences  in  detail  between  PAC-MAN  and 
K.C.  Munchkin  and  regard  their  aesthetic  appeal  as  the  same. 


_ 

Donald  L.  Welsh 

A.  Sidney  Katz 

Eric  C.  Cohen 

Welsh  <5c  Katz 

135  South  LaSalle  Street 

Suite  1625 

Chicago,  Illinois  60603 
(312)  781-9470 

Attorneys  for  Plaintiff 


CERTIFICATE  OF  SERVICE 

I  hereby  certify  that  copies  of  the  foregoing  PLAINTIFF  MIDWAY'S  FIRST  SET 
OF  REQUEST  FOR  ADMISSIONS  TO  DEFENDANTS  have  been  served,  by  hand  delivering 
a  copy  to 


Don  H.  Reuben 
David  W.  Maher 
Reuben  6c  Proctor 
19  South  LaSalle  Street 
Chicago,  Illinois  60603 

and 

Theodore  W.  Anderson 
James  T.  Williams 

Neuman,  Williams,  Anderson  6c  Olson 
77  West  Washington  Street 
Chicago,  Illinois  60602 


on  this  21th  day  of  December  1983. 


JTlV"m':'M!‘ 117  uu  m 

F  COpyRIGHT  registration 

"on  h«  hln  8,!S  a,,es,s  ,hat  copyrtght  registra- 
inlnrm«,^f  ll.rnMe  ,0r  ,he  work  'denti,|eb  below  The 

3WSJKSST ‘ 

REGISTER  OF  COPYRIGHTS 
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FORM  PA 
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I  EFFECTIVE  DATE  OF  REOtSrq  sriCW 

Abu. ... 

is, 

Monm 

_ Oey  Yew  j 

1HI* 


no  NOT  WRITE  ABOVE  THIS  LINE.  IF  YOU  NEED  MORE  SPACE,  USE  CONTINUATION  SHEET  (FORM  PA/CoN) 
OF  THIS  WORK: - 
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P AC -MAN 

PREVIOUS  OR  ALTERNATIVE  TITLES: 

PUCKMAN 


NATURE  OF  THIS  WOHK 
|(See  instruction*) 

Audiovisual  work 


AuttwrUI 
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NAME  OF  AUTHOR 

Namco  Limited 

Was  this  author's  contribution  to  the  work  a  “work  made  for  hire”7 


Yes  X  No 


AUTHOR  S  NATIONALITY  OR  DOMICILE; 

Cttl»n  of  .  I  or  i  Domiciled  in 

(Name  o*  Coururyl  J  I 
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Died 
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NAME  OF  AUTHOR 

Was  (his  author  s  conrribution  to  the  work  a  "work  made  tor  hire”7 


WAS  THIS  AUTHOR  S  CONTRIBUTION  TO 
THE  WORK 

Anonymous7  Yes  No 

Pseudonymous7  Yes  No 

If  the  answer  to  either  of  these  aue««o n*  r* 
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WAS  THIS  AUTHOR’S  CONTRIBUTION  TO 
THE  WORK 

Anonymous7  Yes  No 

Pseudonymous7  Yes  No 

If  the  answer  lo  either  ot  these  questions  Is 
-Yes  see  derated  instructions  attached 


YEAR  IN  WHICH  CREATION  OF  THIS  WORK  WAS  COMPLETED: 
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Has  registration  for  this  work,  or  for  an  earlier  version  of  this  work,  already  been  made  In  the  Copyright  Office?  Yes . No  .  ^ 
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VIDEO  IS  OUR  GAME 
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Vtdro  Compoief  System 


Only  ATARI  makes  the  games  the  world  wants  most 
Games  that  are  innovative.  Intense.  Incredibly  involving. 
And  totally  original. 

In  1980  ATARI  invaded  the  minds  of  millions  with 
Space  Invaders*  It  went  on  to  become  the  single  most 
popular  video  game  in  the  world  and  thereby  launched 
the  space  age  game  category. 

Today  ATARI  Missile  Command’”  and  Asteroids'”  are 
the  fastest  selling  home  video  games  in  the  country.  And 
III  judging  by  its  current  success  in  the 
III  arcades,  ATARI  Pac  Man**  is 
JIV  slated  for  the  same  next  year. 


With  new  K.C.  Munchkin  from  Odysseu^ 
you.  don  { destroy  your  enemies,  you  simply  eat  them. 
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How  many  Munchies  can  your 
Munchkin  munch  before  your 
Munchkin  s  all  munched  out? 
Play  K  C  Munchkin  and  see! 

It's  fun.  It's  exciting  Its  chal¬ 
lenging  Your  whole  family  will 
love  it' 

A  Munchkin.  three  Munchers 
and  12  Munchies  float  in  a  maze 
with  a  rotating  center  The  more 
Munchies  your  Munchkin 
munches,  the  more  points  you 
get.  The  more  points,  the  faster 
the  computer  makes  the  game 
go.  And  the  more  skill  you  need 
to  score  and  to  keep  your 
Munchkin  from  getting  munched 
by  one  of  the  Munchers1 
The  better  you  play,  the  greater 
the  challenge' 

You  can  play  a  different  maze 
every  time  by  letting  the  com¬ 
puter  generate  them  Or  use  the 
Odyssey  J  keyboard  and  program 
your  own.  There  s  virtually  no 
limit  to  the  number  of  mazes  you 
can  create  There  are  even  invisi¬ 
ble  mazes  for  when  you  re  ready 
to  turn  pro 

Choose  from  more  than  40 
arcade,  sports,  education  and 
new  Master  Strategy"  games 
See  Odyssey7  today  It  s  waiting 
for  you  now  at  your  video  games 
or  Odyssey7  Magnavox  dealer 
Odyssey7  video  game  fun. 
computer  keyboard  challenge 
All  for  the  price  of  an  ordinary 
video  game 

C  1961  NAP  CONSUMER  ELECTRONICS  CORP 
A  NORTH  AMERICAN  PHILIPS  COMPANY 

The  excitement  of  a  game. 
The  mind  of  a  computer. 
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ARCADE  GAMES:  ~ 

•  K.C.  Munchkln  -  how  many  Munchies  can 
your  Munchk.n  munch  before  your  Munchkfn  s 
*M  munched  ou|W  .  Monk.ylhln.,  com 

S'l-n"2?3  monkeys'  Unlimited  action'  Trillions 
o  combinations'"  You  II  go  ape"1  •  UFO- 

fHofocf  Earth  from  a  sinister  invasion 

o  ::r  E"cou"Ur  -  a  realistic  simulation 
ol  a^med  warfare  •  Cosmic  Confllct-a 
game  ol  intergalactic  warfare  •  Subchasa- 
tow  flying  jets  hunt  lor  enemy  subs  •  Invaders 
rrom  Hyperspacs-a  war  ol  the  worlds 
Speedway*  a  lest  ol  driving  skill  •  Spin- 
Out  a  compelilive  race  on  lour  different 
racetracks  •  Crypto-Logic*- an  exciting 
word  spelling  game  •  Thurxferball  -  explosive 
pinball  aclion  •  Showdown  In  2100  A.D.- 
the  ultimate  in  electronic  shoot  em  up  games 

•  War  Of  Nerves  -  command  an  army  of 
robots  •  Out  Of  This  World  — a  graviteasing 
space  race  •  Helicopter  Rescue -a  daring 
helicopter  rescue  mission  •  Pachlnko-a 
cross  between  pmball  and  slot  machine 

•  Casino  Slot  Machine— an  electronic  one- 
armed  bandit  •  Blockout  —  outwit  crafty 
electronic  demons  •  Break  down -bust  out 
all  the  blocks  on  screen  •  Take  The  Money 
And  Run  -  more  lhan  one  trillion  economic 
mazes  •  Alien  Invaders-Plus- alien  lasers 
are  out  to  destroy  you 

SPORTS  GAMES: 

•  Football  -  captain  a  team  ol  electronic 
Supei stars  *  Bowling  -  a  true  electronic 
simulation  •  Basketball -realistic,  built-in 
gravity  held  •  Baseball  electronic  umpire 
calls  balls  and  str  ikes  •  Computer  Golf  -  nine- 
hole  par  36  electronic  goll  course  •  Alpine 
Skiing  3  dilterent  world-class  championship 
events  •  Hockey  -  otMhe-wall  action  on 
electronic  ice  •  Soccer- a  computerized 
version  ol  this  last -growing  sport  •  Volleyball 
-  so  real  you  can  even  spike  a  shot 

•  Electronic  Table  Soccer  a  compu 
leuzed  tournament  soccer  table  •  Pocket 
Billiards  P^y  eight-ball  or  rotation 

EDUCATIONAL  GAMES: 

•  Math  A-Magic  -  make  addition,  subtraction, 
multiplication  and  d.v.s.on  tun  •  Echo-a 
mental  gymnastic  challenge  -  Computer 
Iwiro  — teaches  computer  theory  and  tech¬ 
no  OQV  *  Matchmaker  an  exciting  game 
ol  memory  and  concentration  *  Loglx  -  a 
r  ^llenq.ng  game  ol  deductive  reasoning 

fo  « w ord  a  lun  packed  electronic 

.  Buixwor o  a  Co|  Vour  Number- 

9UC,hos9D?eschoolerS  basic  math  reinforces 
perceptual  skills  sharpens  hand/eye 

coordination _ 

STRATEGIC^AMES^  ^  _se|  up  current 

•  Congo**'  spaiegy  on  the  game 
w0,T.hen%gh«  land  sea  and  a.r  battles  on 
board  ,,u0  *  st-  -  the  computerized 

90,000  mT  ol  the  ancient  Chinese  strategy 
descendant  o  ^  QmM,  For  The  Ring, 
gan.o  Of  uY.f>  an  alternate  world  ol 
9  lakes  V°l  °  on5  and  lire  breathing  reality 
dongeons  *»'**fd  af>(|  expanded  memory 
|nctu<f<’r'  *1' ,  Vega*  Blackjack  a  lilty 
k rules  the  real  thing 
two  c;,,(  .imiii.ii  CHtywv  purchase 
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dance 


Joffrey  in  Sterling  Form 


ike  the  pioneers  before  him,  Robert 
-B-fJofTrey  discovered  America  the  hard 
way  wenty-five  years  ago  his  six  dancers 
(one  doubled  as  a  pianist)  left  New  York  in  a 
borrowed  station  wagon  for  a  series  of  one- 
night  stands  in  eleven  slates.  And  so  the 
JofTrey  Ballet  was  born.  Fora  longtime,  Ihe 
company  seemed  doomed  lo  an  itinerant 
existence.  Before  they  ever  danced  in  Man¬ 
hattan,  they  had  toured  the  Soviet  Union. 
Over  the  years  the  Joffrey  has  performed  in 


Jabczenski,  Canfield  in  * Light  Rain':  Youth  &  Co. 


every  state  but  Hawaii — which  is  hard  to 
get  to  by  station  wagon.  A  financial  crunch 
that  forced  them  into  a  six-month  sabbati¬ 
cal— and  brought  them  lo  the  edge  of  obliv¬ 
ion — ended  only  last  year 

But  as  the  JofTrey  celebrates  its  25th 
birthday  at  its  home  in  New  York’s  City 
Center,  the  company  is  in  Ihe  pink  The 
accent,  as  ever,  is  on  youth,  both  in  Ihe 
repertory  and  in  the  dancers  Joffrey  has 
carved  out  a  distinctive  homestead  between 
Ihe  two  tall  lowers  of  the  New  York  City 
Ballet  and  American  Ballet  Theatre 

The  heart  of  its  repertory  has  always  been 
a  brilliant,  wide-ranging  mix  of  conserva¬ 
tion  and  experiment  T  he  JofTrey  has  res¬ 
cued  such  twentieth-century  classics  as 
Kurt  Jooss’s  passionate  antiwar  manifesto 


Nl 


w  sw 


,  ,  k/NOVl  Mill  w  I* 
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"The  Green  Table";  Leonide  Massine’s 
"Parade,"  which  inspired  Ihe  term  "sur¬ 
realism"  with  its  decor  by  Picasso  and  mu¬ 
sic  by  Erik  Satie,  and  "Relache,"  dadaism's 
last  hurrah,  with  Satie’s  music  and  sets  by 
Francis  Picabia  At  Ihe  same  time,  resident 
choreographer  Gerald  Arpino  has  contrib¬ 
uted  a  steady  if  uneven  infusion  of  works 
Every  once  in  a  while— "Astarte,"  "Re¬ 
membrances"  and  "Postcards" — JofTrey 
himself  steps  in  with  a  masterwork  But  he 
has  gone  far  afield  in  his  search  for 
choreography,  bringing  into  the 
mainstream  the  works  of  such 
post-moderns  as  Twyla  Tharp  and 
Laura  Dean 

The  dancers  embody  Ihe  com¬ 
pany’s  youthful  vitality  To  adapt 
to  the  JofTrey ’s  extraordinary  di¬ 
versity  of  styles— Balanchine, 
Ashton,  Cranko,  de  Mille,  Rob¬ 
bins — they  have  to  be  agile,  open 
anddanng  Besides,  they’re  an  en¬ 
ergetic,  well-scrubbed  troupe,  sec¬ 
ond  to  none  in  exuding  the  sheer 
joy  of dancing  No  one  reflects  this 
more  intensely  than  Denise  Jack- 
son,  (he  company's  uncrowned 
prima  ballerina,  Cynthia  Ander¬ 
son,  her  heir  apparent,  or  the  vet¬ 
eran  Luis  Fuenle. 

Birds:  Among  the  novelties  of 
this  silver-anniversary  season  are 
"Light  Rain,"  a  new  work  by  Ar¬ 
pino,  and  John  Cranko’s  hilar¬ 
ious,  evening-long  "The  Taming 
of  the  Shrew  ”  To  a  score  by 
Douglas  Adams  and  Russ  Gau¬ 
thier  that  blends  Oriental  feeling 
with  Western  rock  and  jazz  idi¬ 
oms,  Arpino  displays  his  best  and 
worst  sides  Bodies  move  like 
birds,  catching  the  current  of  air, 
their  pyrotechnics  punctuale  the 
action  without  slowing  things 
down.  But  his  pas  de  deux  for  Ce¬ 
leste  Jabczenski  and  James  Can- 
field  lacks  passion  and.  when  he  dives  too 
deeply  into  metaphysics,  Arpino  gets 
bogged  down  in  pretension 

The  Stuttgart  Ballet's  Marcia  Ifaydee 
and  Richard  Cragun,  who  originated  (he 
leading  roles  in  "The  Taming  of  I  he  Shrew ,  ’’ 
coached  the  JofTrey  dancers.  Il’sa  work  that 
depends  heavily  on  the  three  extended,  un¬ 
believably  acrobatic  pas  de  deux  for  Kale 
and  Petruchio.  The  impossible  must  be 
brought  ofT  without  a  hitch  No  one  could 
have  expected  that  miracle  immrdialcly. 
even  from  such  JofTrey  virtuosos  as  Beatrix 
Rodriguez  and  Gregory  llulTman  But 
they’ll  gel  it  In  the  JofTrey.  life  has  never 
been  easy  for  25  years  Miracles  just  take  a 
little  longer 
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ACTON. .  .STRATEGY. .  .FUNI 
Mattel  InteHiviaion  XMy  $249 

Th#  latest  cartridges  always  In  stock! 

•  Astro  Smash  •  Adventure  •  Space  Armada  •  tonof 
and  moral  
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•WITH  PURCHASE  OF 
2  BLANK  TAPES 


This  Is  Tha  Ons  You  Want! 
e  24  Hour  Programmable  Timer 
e  Remote  Pause/Edit  Control 
e  Z  4, 6  Hour  Recording 
e  Tape  Counter  With  Memory 
e  Automatic  Fine  Tuning 
e  Tracking  Control 
e  Video  and  Audio 
Input/Output  Jacks 


Phis  17  other  models  also  marked 
down . . .  including  portables! 
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Midway  Mfg  Co.  (Illinois  corporation) 

10750  W  Grand  Ave. 

Franklin  Park.  Ill.  60131,  assignee  of 
Entex  Industries,  Inc.  (California  corporation) 

Compton.  Calif 

ROBERT  PEVERADA.  Examining  Attorney 


For  HAND  HELD  ELECTRONIC  UNIT 
SOLD  AS  A  GAME,  in  CLASS  28  (U  S  Cl  22) 

First  use  Mar  13,  1981;  in  commerce  Mar  13, 
1981. 

Ser.  No.  303,021.  filed  Mar.  27,  1981 
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Int.  Q.:  28 

Prior  U.S.  Cls.:  22  and  23 

United  States  Patent  and  Trademark  Office 
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Principal  Register 


Reg.  No.  1,259,524 

Registered  Nov.  29.  1983 
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Bally  Midway  Mfg..  Co  (Illinois  corporation) 
10750  W  Grand  Ave. 

Franklin  Park.  Ill.  60131,  change  of  name  from 
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For  EQUIPMENT  SOLD  AS  A  UNIT  FOR 
PLAYING  A  BOARD  GAME.  TOY  ANIMALS 
TOY  PINBALL  MACHINES.  PLAY  PUTTY 
VIDEO  OUTPUT  GAME  MACHINES.  RUBBER 
SQUEEZE  TOY  DOLLS.  DARTS  FOR  GAME 
USE.  TARGET  APPARATUS  FOR  GAME.  TOY 
RUBBER  BALLS.  ROLLER  SKATES.  TOY  BAL¬ 
LOONS.  ELECTRONIC  TOY  GAME 
WR1STW AT CHES.  TOY  BANKS  AND  TOY  TRI¬ 
CYCLES.  in  CLASS  28  (U.S  Cls  22.  23.  27  and  50) 
First  use  Feb  22.  1982.  in  commerce  Feb  22. 
1982 

Owner  of  U.S  Reg  No  1.230.042 


Ser.  No  391.825.  filed  Sep  29.  1982 


JAMES  WALSH.  Examining  Attorney 


CHICMO  TfXBLKE 
Sunday,  U-22-81 


MAGNAVOX  ODYSSEY 

THE  ORIGINAL  AND  ALPHA  NUMERIC 


JUST  HTTl 
K.C.  MUNCH  KIN 
(AtotoTpta) 
INSTOCK 


BILLIARD  &  gS  3ft 

LEISURE  CENTERS  “ 

Nowl  Thi  BllWard  King  Is  alao  th#  Vktoo  King! 

rsss?9  jassaLfsS 

**3£>»oom m******  tfanoq 


!  Minnesota  Fils 


l  Hours:  Daiy  11:00  A.M.  1 900  P.M.,  Si  930  to  5,  Sii  11  to  5 


aacwo  su*-ro«s 

9md*y,  11-22-81 


UN  TODAY  SUNDAY  TIL  6  MA/WHKNITIS  Til  10  P, 
‘SATURDAY  TIL  10  P.M.  ($••  Lifting  ■•law) 


The  excitement  of  a  game, 
The  mind  of  a  computer. 


K  C  MUNCHKIN 
A 


CHOOSE  FROM  K.C  MUNCHKIN 
AND  OVER  40  OTHER 
GAMES  TO  PLAY 

Master  unit  indudes: 

•  Computer  keyboard 

•  3-game  cartridge 

•  Controls  to  play  all  games 

.  All  for  the  price  of 
an  ordinary  video  game 


pours  ■ 

USI  YOU*:  VISA 
MASTFR  CARO,  AA4IXICAM 
KXPRISS  OR  POU  BROS 
RKVOLVING  CHAR 01 


ODVSEEV. 

POLK  BROS 


ODYSSEY2 

THE  EXCITEMENT  OF  A  CAME. 
THE  MIND  OF  A  COMPUTER. 


The  excitement  ol  ci  game 
The  mind  of  a  computei 


ALL  FOR  THE  PRKI  OF 
AN  ORDINARY  VIDEO  GAME. 

Some  video  games  are  exciting  but 
short  on  challenge 
Odyssey?,  on  the  other  hand,  lets 
you  choose  your  excitement  from 
more  than  40  arcade  sports,  edu- 
and  new  Master  Strategy 
games  that  are  full  of  challenges  as 
well  as  fun.  so  they  keep  you  coming 
back  for  more 

And  some  video  games  have  loads 
of  brainpower  (maybe  more  than  you 
need),  but  cost  an  arm  and  a  leg 

Only  Odyssey' 
includes  at  no 
extra  cost  a  full 
49-character 
alphabet  and  number 
computer  keyboard  that  qtves 
u  access  to  the  mind  behind  the 
games  Also  included  are  uni¬ 
versal  hand  controls  so  you 
never  have  to  buy  additional 
controls  like  with  some  games 
And  once  you  re  ready  to 
play.  Odyssey7  is  easy  to  set 
up  Simply  connect  it  to  any 
color  or  black  and  white  TV 
turn  it  on.  drop  in  a  cartridge 
and  start  having  fun. 

More  good  news  now  there  s 
The  Quest  For  The  Rings  “  from 
Odyssey7  It's  the  first  in  our^ 
new  Master  Strategy  Senes  ’ 
of  video  games  that  combine 
computer  technology,  your 
TV  set  and  an  advanced  game 
board  to  transport  you  to  a 
startlingly  realistic  alternate 
world  It  s  unlike  any  other  game 
Odvssey7  Video  game  fun  Computer 
keyboard  challenge  All  tor  the  P"ce 

of  an  ordinary  video  game  Its  waiting 

for  you.  now 


Santa  Barbara 


excited  about:  the  San  Ystdro  Ranch, 
for  those  more  rurally  Inclined,  again 
with  delightful  cabins  and  a  grand 
Sunday  brunch:  and  the  El  Encanto 
Hotel,  nestled  Into  the  Santa  Bar¬ 
bara  rlvtera.  up  and  away  from  every 
thing  else  surrounded  by  palms  and 
eucalyptus,  with  a  very  pretty  bar 
and  outdoor  dining. 

If  sunburn  or  basic  beach  boredom 
sets  In.  then  rest  assured  that  Santa 
Barbara  offers  a  smorgasbord  of 
other  daylight  delights.  It  has.  for  In¬ 
stance.  a  bird  refuge — a  huge.  Jade 
green.  lawn -surrounded  lagoon 
aflutter  with  ducks  and  swans.  It's 
located  just  across  from  East  Beach, 
where  some  of  the  finest  West  Coast 
beach  volleyball  Is  played,  especially 
on  sunny  Sundays 

And  there's  a  harbor— a  glorious 
harbor  that's  always  humming  with 
the  comings  and  goings  of  abalone 
divers  and  crab  fishermen  and  a  fair 
share  of  yachts.  Fishermen  will  tell 
you  that  the  Santa  Barbara  channel 
offers  some  or  the  best  fishing  on  the 
West  Coast.  Half  day  boats  leave 
twice  a  day  from  the  harbor. 


The  backpacking  enthusiast  win 
be  equally  happy  about  the  endless 
trails  that  zigzag  across  the  hills 
around  Santa  Barbara  The  Earth¬ 
ling  Bookstore  (on  Victoria  Street 
Just  off  State)  sells  a  good  day-hike 
guide  to  the  area. 

And,  of  course,  there's  always  the 
Santa  Barbara  Mission,  a  nice  con¬ 
nection  to  old  California.  Right  be 
hind  It  Is  the  lesser-known  Natural 
History  Museum. 

And  If  all  else  falls,  go  shopping 
Just  take  a  long,  slow  walk  up  and 
down  State  Street,  and  you’ll  find  ev¬ 
erything  from  a  Ilitagen-Dazs  Ice 
cream  parlor  to  a  tobacco  shop,  a  ba¬ 
gel  factory  to  a  superb  recycled  cloth 
tng  store,  and  a  really  good  selection 
of  gift  shops  and  boutiques.  The  El 
Pasco.  Santa  Barbara's  most  famous 
courtyard,  offers  wonderful  cobble- 
stoned  pathways  to  a  rock  and  min 
cral  shop,  a  heady  coffee  bean  and 
tea  bazaar  with  a  most  theatrical 
owner,  and  a  tlnv  Belgian  fudge 
shop  valiantly  owned  and  operated 
by  an  elderly  woman  In  a  wheelchair 
(continued  on  page  76J 


DINING  in  SANTA  BARBARA 


It  Vcrv  French  quiches  abound, 
and  gloriously  glossy  fresh  fruit 
tarts  arc  a  specialty. 

DINNER 

Besides  Joe  s  and  The  Head  of  the 

Wolf.  Santa  Harbara  has  five  really 
•O.prrb  French  Continental  restau¬ 
rs.  one  very  Rood  seafood  res- 

ir^taoran,  All  ran. >e  counted 
on  for  excellent  service  and  a  su 

SB-  rl  Ijnst  off  State!  (960  47891. 
mines  maintain  thnl  their 

I  nf  c  hicken  Jeannic"  with 
■  Joiot  spiced  apples  and  "sauce 
J  IS  one  of  the  best 
;;?^rn  dishes  ever  conceived 

(  m’  ,  hara  S  posh  southern 

1  Santa  ‘  s95!„  silver,  crys 

,’Ve  ua,  l.n.  n.  a  hew  of  flol.cry 
,:,l| *  nnd  the  best  poached 

VVSlIU  '  .  |„ 


i.-dinon 


imaginable 


Talk  of  the  Town.  123  W.  Gutter 
rez  Street  1966-2912)  They  say  .It 
gels  a  little  Insufferable  with  Its 
high-handed  formality,  but  the 
food  Is  dependably  great 
La  Chaumlfcre,  1305  Slale  Slreel 
(962  5607).  French  cutslnc  par  ex 
ccllencr 

Penelope's.  50  l.os  Palos  Way  Ibv 
the  bird  refuRC)  (969  03071  Many 
Santa  Barbarians  will  swear  on  a 
slack  of  truffles  thal  (Ills  Is  the  fin¬ 
est  restaurant  In  town.  Creatively 
Continental,  never  borlnR.  rhanie 
rellrs  here,  sorrel  there  and  a 
slnnnlnR  new  Rreenhoose  bar 
The  Famous  Enterprise  Fish  Co- 
225  Slale  Sheet  (963-865 1 1  "1  here s 
a  eafel.  In  nor  fish  "  s  Ircsh 

The  Acapulco.  II 14  Slate  Slree. 

1963  34691  Recently  opened  In  a 
historic  Spanish  style  bulldlnfi. 
this  IS  the  newest  place  In  he  seen 
Upscale  Mexican  cuisine  ex.|«tslle 
,1,.,  and  twenty-one  flavors  nf 
marRarltas  J-M- 

linn  nppclll! 


ODYSSEY2  TURNS  YOUR 
TELEVISION  INTO  A 
SPACESHIP  A  STADIUM, 
A  CLASSROOM, 

A  CASINO  AND  MORE. 


ARCADE  OAMES: 

•  UFO -protect  Earth  from  a  sinister  invasion 

•  Armored  Encounter  a  realistic  Simula 

lion  ot  armed  warfare  •  Cosmic  Conflict  a 
game  of  intergalachc  warfare  •  5ubch»*e 
low  flyinq  jets  hunl  for  enemy  subs  •  Invader* 
From  Hyperspace  -  a  war  of  Ibe  world' 

•  Speedway*  -a  test  of  driving  skill  •  Spin- 
Out*— a  comppfilive  race  on  four  diMefenf 
racetracks  •  Crypto-Logic*- an  exciting 
word-spelling  game  •  ThunderbaM  explosive 
pinball  action  •  Showdown  In  2100  A.D. 
the  ultimate  »n  electronic  shool  em  up  games 

•  War  Of  Nerves  -command  an  army  of 
robots  •  Out  Of  This  World  a  qraviteasmq 
space  race  •  Helicopter  Rescue  a  daring 
helicopter  rescue  mission  •  Pachlnko  -  a 
cross  between  pinball  and  slot  machine 

•  Casino  Slot  Machine -an  electronic  one 
armed  bandil  •  Blockout  outwit  cralfy 
electronic  demons  •  Breakdown  bust  mil 
all  Ihe  blocks  on  screen  •  Take  The  Money 
And  Run  -  more  lhan  one  billion  economic 
mazes  •  Allen  Invaders-Plus-alien  lasers 
are  out  lo  deslroy  you 

SPORTS  OAMES: 

•  Football -caplam  a  learn  o!  electronic 
superstars  •  Bowling  a  true  electronic 
Simulation  •  Basketball  -realistic  -buill-m 
gravity  field  •  Baseball  -electronic  umpire 
calls  balls  and  strikes  •  Computer  Oolf  n.no 
hole,  par  36  electronic  golf  course  •  Alpine 
Skiing  — 3  different  world-class  championship 
events  •  Hockey -ofl-lbe-wall  action  on 
electronic  ice  •  Soccer -a  computerized 
version  of  this  fast-growing  sport  •  Volleyball 
—  so  real  you  can  even  spike  a  shot 

•  Electronic  Table  Soccer-a  compti 
terized  tournament  soccer  table  •  Pocket 
Billiards  -play  eight-ball  or  rotation 

EDUCATIONAL  OAMES: 

•  Math-A-Maglc  make  addition  subtraction 
multiplication  and  division  tun  •  Echo  a 
mental  gymnastic  challenge  •  Computer 
Intro  -  teaches  computer  theory  and  teen 
nology  •  Matchmaker -an  exciting  game 

of  memory  and  concentration  •Logl*  a 

challenging  qame  ol  deductive  reasoning 
.  Buzzword  a  tun-packed  electronic 
guessing  qame  •  I’ve  Oot  Your  Number 
leaches  preschoolers  basic  math  reinforces 
perceptual  skills  sharpens  hand/ eye 
coordination 


rD:::,Tc 

o!  the  ancient  Chinese  strategy  ga 

.  Th.  Quest  For  The  Rings  Ink**  V™ 

10  an  alternate  world  ol  dunqeons  dragons 
and  lire  breath.nq  reality  Includes  qame 
bond  and  eroanded  memory  eailnrtqe 
•  Las  Vegas  Blackjack  a  ...tv-two-card 
deck  house  rules  the  real  th.nq 

MnrhKlodw..ho.K}.nn«CV1v^>  ««"""* _ 
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Attention  * 
Video  Buyers 


^ .  wiuco  uuy^r»- 

^LTuffeT  Members 
This  coupon 
is  worth 

^  *u/hen  presented  urffi 
wdeo  con# 
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Mattel  . ..  s. '  * 
iNtEUiVkSiON 


Ntui  gomes  Ms  nm 

•  biorhythm 

•GALACTIC  INVASION 
•GRAND  PRIX 


Available  NOW 
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VIDEO  ETC 


Deerfield.  L  6001 S 


ttlllVIViW 

8mm"0" 


VISIT  OUR 
SKOKIE  LOCATION 


■  V^T. 

i 

OUST  COVCHS 

PROTECT  YOUR 
INVESTMENT! 
PITS  ALL  VCR 
FROM  $9* 


0  HITACHI 

MOOEL  8500 


VIDEO  TRP€ 

head  cleaning  m  l24B 


PWCS) 


JVC  Hfi  7300^^ 

194900  [jm® 

FULL  FUNCTION  REMOTE  CONTROL 


VtC/1  VFT  850 


WIRELESS*  REMOTE 
8- HR.  VMS 

s789"-optk» 


•OPTIONAL  ACCESSORY 


LARGEST  SELECTION  OF  MOVIES 


•Guye&Dofe 
•Jazz  Singer 
•Endteaa  Loee 
•  Bua  Lagoon 
•CompatJ&on 


•Sarpioo 

•  Apocafypee  Now 
•Goodbye  GW 
•No  Nuk es  Concert 

•  Atlantic  City 


•Tha  Conversation 

•  fastman  Always  Ringa  IMoa 

•  Maltese  Faioon 

•  Tha  Good.  Tha  Bad.  Tha  Utfy 


•far  Saaaona 
•The  Wer 

•  Kramarvs.  Kramer 

•  Dienbo 

•  Alba  in  Wonderland 


NOT  JUST  A  LOT  OF  TITLES  -  A  BROAD  SELECTION  OF  TITLES 
COMEDY  •  DRAMA •  NOSTALGIA -SCI  FI*  FOREIGN  FILMS  •  ACTION  ADVENTURE 
WALT  DtSNEY  FILMS  •  CHILDREN'S  FILMS  •  MUSIC  &  MUSICALS  •  SPORTS  FEATURES 


vrutu  - ; — -..i 

BUYERS  fanl  a  movw  from  U8 1 

«*tD  JEL.  1 


TRANTER 
HOME  MOVIES! 

YOUR  HOME  MOVIES  CRN 
BE  PVT  ON  VIDEOTAPE 

srve  10% 

GUILD  MEMBERS 
SAVE  20% 


ACNT  A  VCR 

POflPUKetee 

*19* 

ACGUUMLV  $29  95 


If  PROJECTION  TV  R 


50"  PROJECTION  TV 

USMG 

SONY  TECHNOLOGY. 


$ 


99500|l 


•  REMOTE  CONTROL  •  CLARITY 
&  BRIGHTNESS  AS  YOU'VE 
NEVER  SEEN 

LATEST  MODELS  FROM 
SONY.  RCA.  HITACHI.  MGA 


COMPUTERS 


LOTS  of  TELEPHONES  &  ELECTRONIC  ACCESSORIES! 

FLIP  PHONE  II 

;v  .  IAT£ST  f€fltUR€S  it .» 

Mute  function 


PRICE:; 

BREAKTHROUGH  ' 
^UJIREIESS  PHONE  j 

-f.;  ; 

_  'GUILD  MEMBERS 

__  _ <  PAV  ONLY 

OOOS 


PANASONIC  KXT-1 520 

:  -^.v 


:  lost  number  redioI*V £ _ • 

Nctu  dccorotor  colors 

GUILD  MEMBERS 
PAV  ONLY 
;  $44  95 


GUILD  MEMBERS  PRY  ONLY 
$199  95 


SONY  PM 


$74.95 


4 
4 

Showtime  Video  offers  < 
1982  Name  Brand  Recorders  [ 
at  an  unbeatable  price!  • 

You  can  order  any  VTR  of  your  choice  and  1 
take  advantage  of  big  savings! 


They're  Exciting... They're  Electrifying... 

And  Theyi're  Here! 

MATTU 

featuring  the  greatest  selections  in  town  including: 

•  Astro  Smash!  •  Adventure! 

•  Boxing!  •  Space  Armada! 

•  Sea  Battle!  •  Baseball! 


••Ncn-stcn  family  thrills:** 

•The  best  entertainment  barsaln  In 


showtime  video 


f  ~ 


i  NOW  AT  A  COWHT  LOCAHON  Hffll! 


Dominick's 


SporImarI 


OOMiniCK'S  p.rk  Ridg. 

1333  Dempster  Street 
(96-3635 

DOMINICK’S  Oic.jo 

6009  N  Bro.dw.y 
9M-0442 

DOMINICK  S  River  Grove 

1355  W  Belmont 
452  5151 


OOMINICK'S  Vernoe  Hilts 

Hawthorne  Village  Commoea 
3(74944 

DOMINICK  S  Arlington  Haight* 

325  t  Palatine  M. 
577*7913 

K  MART  North  Rieeraide 

2200  Harlea 
447-0017 


K  MART  Tinier  Part 

70(1  W.  159th  Sl 
532-2112 

K  MART  Hinsdale 

20  L  Plainfield  M 

7154950 

KMART  Crystal  Lata 

Crystal  Point  Mall 
(US)  455-1910 


K  MART  Hanover  Park 
900  W.  Irvmg  Park  Rd 
830-3430 

SPORTMART  Calumet  C. 

1510  Torrence  Avt. 
1(2  3103 

SPORTMART  Scheumbu 

1015  E  Coll  Rd. 

1434566 


EXHIBIT 

iZEfUfr 
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PtESLSIlNG 


MOVIE  RENTALS  $2.50 


ovamight 


Stop  by  one  of  our  fully-stocked 
home  entertainment  booths  today 
at  a  convenient  location  right 
where  you  shop! 

AMAZING 

selection  of  all  the  latest  video 
cartridges,  games  &  discs! 


UNBELIEVABLE  •  ' 

values  on  top  quality  cameras. .. 
name-brand  recorders... and  a 
complete  line  of  accessories! 

TREMENDOUS 

stock  of  blockbuster  film  rentals  at 
popular  prices! 


Apocalypse  Now. . . Stir  Crazy. . . 

Four  Seasons . . .  American 
Werewolf  in  London... Endless 
Love... Kramer  Vs.  Kramer... 
Raging  Bull... hundreds  more! 


INTERSTATE  40  AMO  5TRAW  PlAINS  PIKE 
P  O  BOX  6950  •  XNOXVIlLE  TENNfSSfE  >7914 
PHONE  (619)  971*4316 


N.A.P.  CONSUMER  ELECTRONICS  CORP. 

March  5,  1982 


Dear  Odyssey  Dealer; 

The  purpose  of  this  letter  is  to  bring  you  up  to  date  on  the 
status  of  the  K.  C.  Munchkin  home  video  game  by  Odyssey  in  relation 
to  the  ‘law  suit  filed  against  North  American  Philips  Corporation 
by  Atari,  Inc.,  claiming  infringement  of  the  PACMAN  copyright. 

On  March  2,  1982,  the  United  States  Court  of  Appeals  for  the 
Seventh  Circuit  in  Chicago  reversed  the  decision  of  a  lower  court 
and  ruled  in  favor  of  Atari  in  its  request  for  an  injunction 
pending  a  full  trial.  The  Appeals  Court  instructed  the  trial 
court  to  enter  an  injunction  pending  the  trial. 

We  do  not  agree  with  the  Appeals  Court  decision  and  we  are  preparing 
a  petition  to  the  U.  S.  Supreme  Court  for  review. 

On  March  5th,  the  injunction  was  entered  and  the  enforcement 
of  the  injunction  has  been  stayed  by  the  Trial  Court  as  permitted 
by  thg  Appeals  Court  order.  This  means 'business  as  usual  until 
the  Supreme  Court  has  finally  reviewed  the  matter. 

Kindly  be  assured  that  we  will  pursue  every  available  legal 
action  including  the  appeal  to  the  U.  S.  Supreme  Court  and  a 
full  trial  to  protect  our  right  to  sell  this  fine  game. 

You  may  continue  to  advertise,  display,  and  sell  K.  C.  Munchkin  on 
its  own  merits  as  a  superior  video  game. 


David  M.  Arganbright  // 

Vice  President^a  General  Manager  -  Odyssey 


A  NORTH  AMERICAN  PHILIPS  COMPANY 


INTER-OFFICE  MEMORANDUM 


Rita  Hutner 
John  Wattles 

COMPETITIVE  ADVERTISING  EXPENDITURE  REPORT 


% 


:-’i  July  15.  1981 


Rita,  attached  for  your  review  is  a  document  generated  by  the 
Campbell -Ewald  media  research  department.  It  is  an  expenditure  report 
of  the  major  Magnavox  competition.  The  media  expenditures  are  broken 
down, by  product  category,  by  quarter,  as  well  as  by  the  various  mediums, 
This  information  is  gathered  from  five  (5)  different  sources.  It  Is 
the  most  reliable  and  accurate  competitive  expenditure  data  available. 
This  information  will  be  generated  henceforth  on  a  semi-annual  basis. 

This  first  competitive  sunmary  contains  media  expenditures  for 
the  calendar  year  1980.  As  you  can  see,  the  bottom  line  of  expendi¬ 
tures  for  Magnavox  as  well  as  the  competition  comes  to  $119.4  MM. 

Of  this  aggregate  total,  television  receiver  products  consume  nearly 
47£;  Video  Cassette  Recorders,  approximately  15%;  1.8%  to  video  disc 
players;  8.5%  to  videogames;  and  27.1%  to  a  category  classified  as 
various  The  various  category  is  made  up  of  audio/video  items  winch  • 
are  indistinguishable  and  are  impossible  to  classify  to  any  one  product 

category. 

The  exDenditure  data  is  also  broken  out  on  a  quarterly  basis.  As 
vou  can  well  imagine,  the  fourth  quarter  consumed  the  major  portion 
nf  the  exoenditures,  exceeding  49%  of  the  total  aggregate  dollars  (for 
all  products)/  The  first  quarter  was  the  second  most  heavily  adver- 
!  J  n.Hnd  receivinq  22.2%  of  the  dollars;  the  second  and  third 

51”ru?TrSrtCir«pSxl-‘*'»  a*  of  th. 

Rita  when  the  information  on  the  first  six  months  of  1981  is 
ail  able*  it  will  be  forwarded  to  you.  Please  review  this  information. 
If  I  c!l  be  5f  InJ  help  in  any  way.  please  give  me  a  call. 


CP 

--John 


cc:  R.  H.  Schirmer 
C.  A.  Denton 
G.  A.  Back 
K.  J.  Baehr 
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CAMPBELL-EWALD  COMPANY 

INTER-OFFICE  MEMORANDUM 


R.  Paschke  July  22.  1981 

Media  Information  Services 

MAQNAVOX  —  Competitive  Expenditures  Report,  January  to  December 
1980  -  REVISED 

M.I.S.  #81-148 


Attached  is  revised  information  for  the  Magnavox  Competitive  Expenditures 
Report  covering  the  period  January  to  December,  1980.  Newspaper  expen¬ 
ditures  that  were  listed  as  "Magnavision"  were  placed  into  the  video 
cassette  recorder  category  whereas  they  should  have  been  placed  into  the 
video  disc  player  category.  The  appropriate  changes  have  been  made  on 
the  Video  Cassette  Recorder  sheet  (Table  IV)  and  the  Video  Disc  Player 
sheet  (Table  V),  as  well  as  the  Sutimary  by  Advertiser  sheet  (Table  I), 
and  both  of  the  Appendices  (I  and  II). 


Althea  J.  Underwood 
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TOTAL  ADVERTISERS  COMPETITIVE  SUMMARY  DY  MEDIA 


•appendix  ii 


^EXPENDITURE  ANAivttc 
^EXPENDITURES  by  MEDIA  &  PROPHET 


TOTAL  YEAR  -  inn* 

NET  TV 

X 

SPOT 

TV 

NET. 

RADIO 

X 

SPOT 

RADIO 

X 

MAGAZINES 

X 

NEWS¬ 

PAPER 

X 

OUTDOOf 

TV 

51.2 

18.7 

- 

1.3 

15.7 

13.0 

* 

.1 

HEC  &  PTV 

- 

10.5 

- 

89.5 

VCR 

42.9 

13.6 

- 

• 

28.3 

14.3 

.9 

VDP 

- 

37.8 

- 

- 

29.1 

33.1 

VG  • 

57.2 

34.0 

- 

.3 

6.9 

1.6 

VARIOUS 

39.8 

9.1 

7.1 

6.1 

11.3 

25.9 

.7 

TOTAL  EXPENDITURES 

45.8 

17.1 

1.9 

2.3 

16.5 

16.1 

.3 

X  EXPENDITURES  BY  QUARTER  4  PRODUCT 


TOTAL  YEAR  r  100X 

1st  QUARTER 

2nd  QUARTER 

3rd  QUARTER  4th  QUARTER 

X 

X 

X 

w 

m 

TV 

28.2 

6.0  . 

18.2 

47.6 

HEC  &  PTV 

21.3 

6.2 

18.5 

54.0 

VCR 

17.0 

9.6 

10.1 

63.3 

VDP 

17.2 

28.1 

13.9 

40.8 

f 

VG 

8.9 

8.8 

.9 

81.4 

VARIOUS 

19.4 

27.7 

18.6 

34.3 

TOTAL  EXPENDITURES 

• 

22.2 

13.1 

15.6 

49.1. 

• 

• 
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CAMPBELL- EWALD  COMPANY 


CONFERENCE  REPORT 


client  MAGNAVCK 


reported  by  John  C.  Wattles 


PRESENT 


plaintiffs 

exhibit 


Mr.  Michaelson  infonned  the  Agency  that  he  had  secured  an  additional 
$500,000  far  the  advertising  pranotion  of  the  new  K.  C.  Munchkin  cartridge. 
Mr.  Michaelson  stated  that  this  was  nearly  identical  to  the  hottest  coin 
operated  gane  an  the  market,  "Pac  Man".  Mr.  Michaelson  authorized  the  Agency 
to  proceed  with  concepts  as  to  the  best  way  to  introduce  this  K.  C.  Munchkin 
cartridge.  The  cartridge  would  begin  to  be  shipped  to  the  dealers  in  early 
Novanber,  therefore,  advertising  should  hit  approximately  the  same  time. 


Prior  to  the  consumer  announcanent  of  the  K.  C.  Munchkin  cartridge,  a 
merchandising  effort  should  be  made  to  the  dealers  to  introduce  than  to  K.  C 
Munchkin  as  well  as  to  inform  than  of  its  great  similarity  to  the  Pac  Man 
cartridge.  Mr.  Michaelson  stated  that  rather  than  an  ordinary  direct  mail 
Diece  sent  out,  he  would  prefer  something  with  a  little  more  pizzazz  to  it, 
nossiblv  along  the  lines  of  a  hand  puppet  or  seme  other  3-D  itan.  The  itan 
should  immediately  grab  the  dealers  attention  and  camumcate  the  unique  ap- 
of  K.  C.  Munchkin  to  the  consumer  public. 


CONFERENCE  REPORT 
MAGCWCK 

September  10 ,  1981 
Page  -  2  - 


^ar  this  pranotian  and  advertising  would  be  approximately  $500,000, 
be  spent  during  the  Decenbet  26  through  January  1  period. 

CDYSSEY  -  WORLDS  FAIR 

The  client  requested  the  Agency  to  investigate  the  possibility  of 
Odyssey  advertising  in  and  around  the  World's  Fair  site,  specifically  airport 
TOI's,  billboards,  etc.,  etc. 


CDYSSEY  >-  CES 


The  Agency  verified  with  the  client  that  the  prenise  of  the  display  far 
the  January  CES  was  to  be  "There  are  two  ways  to  make  a  million  dollars — you 
can  gamble  or  you  can  sell  Odyssey.  Cnly  one  is  a  sure  bet".  The  client 
agreed  this  was  the  pr anise  and  that  the  Agency  should  be  reccrnmending  within 
the  next  few  days  ways  to  support  this  statement  for  the  display  area.  Decenber 
trade  advertising  was  discussed  and  it  was  agreed  that  the  execution  on  the 
advertising  should  be  oriented  around  the  January  display  idea. 


************ 
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CAMPBELL-EWALD  COMPANY 


CONFERENCE  REPORT 


900405 

°‘TE  Meeting :N October  15,  1981  -  Report:  October  26,  1981 
Knoxville  -  VIA  TELEPHONE  ' 

MAGNAVOX 

«po-.tDBv  John  c  Watties 

present  CLIENT  AGENCY 


G.  A".  Michael  son  J.  C.  Wattles 


DISTRIBUTION 


c/irrA~gMll~ha<*1 


R. 

E. 

Hutner 

P. 

A. 

Dow 

R. 

H. 

Schirme 

C. 

A. 

Denton 

G. 

A. 

Back  ’ 

J. 

C. 

Wattles 

J. 

E. 

Moore 

K. 

J. 

Baehr 

J. 

T. 

Homan 

L. 

M. 

Ross 

J. 

P. 

Huchok 

M. 

0. 

Bell 

T. 

G. 

Mack 

W. 

X. 

Ford 

L. 

w. 

Steinbe 

D. 

A. 

Naftel 

R. 

B. 

Petrels 

C. 

L. 

Upton 

0. 

K. 

Welch 

T. 

D. 

Kane 

R. 

L. 

Paschke 

R. 

J. 

Gervaso 

E. 

L. 

Acker 

P. 

E. 

Floyd 

T. 

G. 

Moore 

B. 

E. 

Brown 

M. 

V. 

Murray 

K.  C.  HUNCHKIN  MAIN  FRAME  JANUARY  PROMOTION 

Client  informed  Agency  that  he  was  ^°"s^®[|g^sawgrenofra  promotion  where  a 
mid-to-late  January  period.  P^^ently.  his^thoughts  werej^  ^  ^ 

free  Munchkin  would  9™eJhe  „unchkin  cartridge  would  be  very  strong  and  that 
Michael  son  speculated  that  ^he  Munchkin  9  fae  #  retail  promotion,  there- 

it  could  help  to  -^concepts  and  cost  of  producing  a  television  corn- 

fore  the  Agency  sh°u1.^0£  c  MU°chkin.  Mr.  Michaelson  suggested  that  this 
mercial  on  the  cartridge  K  J.  Munchk  primarily  featuring  K.  C.  Munchkin.  This 

ssrs*!  ftssffsstspfis .  «h. 
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G_  A.  Michaelsorr 
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DISTRIBUTION 
G.  A.  Michael  son 
R.  W.  Strickland 
R.  E.  Hutner 
P.  A.  Dow 
R.  H.  Schirmer 
J.  E.  Moore 
G.  A.  Back 
J.  C.  Wattles- 
1C.  Jv  Baenr.  . 

J.  T.  Homan-  *v 
•L.  M.  Ross 
,  J  .  P.  Huchok: 

E.  F.  Taylor*  >• 
R.  E.  Wassermarr 
P.  S.  Tawien  ' 
R.  X  .-Stoll  enran 
j.  X.  Genova 
G.  X.  Weinman  . 

J.  J.  Gaydos 

K.  E.  Cendrowski 

r.  H.  Ross 
R.  L.  Paschke 
R.  J.  Gerva son 
E.  L.  Acker 
..  Floyd 
Nteorr  - 
EmersoTr 

n-  Murray.;! . 

V  —  *•;»*.  ■  — >•-  *  ' 

0DTSSEl£j5SI^I-^^  redemptions  be  honored  through 

tM  ^«WA*5W?2S  S  4  ^ 

,  n„  the  various  media  plans  and  recom- 
Agency  discussed  ^ ^^^kin^P^-^  ^^^^^existing^f  just  :10 

? 'as  - 

SiS  SM^  - ;  .  tM  _  „ 

!®;  Sisrsiiw 
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zhm  ODYSSEY 
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,r 
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f'  1  V'1 


CLIENT 


AGENCY 


G.  A.  Michaelson 


i  PLAINTIFFS 
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D I STRI BUTTON 
r£.  Michaelson 
R.  W.  Strickland 
R.  E.  Hutner 
P.  A.  Dow 
R.  H.  Schirmer 
nf  J.  E.  Moore 

"4  G.  A.  Back 

J.  C.  Wattles 

K.  J.  Baehr 

J.  T.  Homan 

L.  M.  Ross 
J.  P.  Huchok 
E.  F.  Taylor 

R.  E.  Wasserman 
P.  S.  Tannen 
R.  X.  Stollerman 
J.  X.  Genova 
G.  X.  Weinman 

J.  J.  Gaydos 

K.  E.  Cendrowski 
R.  H.  Ross 

R.  L.  Paschke 
R.  J.  Gervason 
E.  L.  Acker 
P.  E.  Floyd 
T.  G.  Moore 
T.  J.  Emerson 

M.  V.  Murray 
R.  V.  Conrad 


nnvsSFY2  K.  f-  MUNCHKIN  FEBRUARY  CAMPAIGN 


Client  informed  Agency  tc^inltead  of  ^spots'."1  Mr. Michaelson  requested 
mendation  of  running  : 30  spot  s.  gjy  s0  that  the  copy  places 

the  Agency  take  another  look  at  ^  Wyssey2  keybdard  interaction  capability. 

KenSrJW  new  copy  to  Mr.  Michaelson  on  Monday  morning. 

nnYSSEY2  v  C,  MUNCHKIN  MEDIA  PLAN 

Mr.  Michaelson  requested  the  Agency  look  at  the^se^of  “ble^for^ab  e 

users  have  a  high  ' °LPpurSha«  Odyssey2  Mr.  Michaelson  suggested 

E  C.  Munchkin  may  sway^them  to^urcM  ^  ^  use  of  tht  cable. 

that  one  week  of  spot  i* 

fr^vlp-  "  ““  "**• * 

Odyssey*  the  voice  » 

Is  very  tight. 


nnvctCY2  NEW  CARTRIDGE  NAME 


EjpyA  NEW  - - 

tr,«r '  ^  "“"''Tp  ,  o , , 


very  tight. 
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ODYSSEY2  -  MIKE  DOUGLAS  SHOW 

Hr.  Michael  son  requested  the  Agency  look  at  an  opportunity  for  Odyssey* 
—  appearing  on  the  Hike  Douglas  Show.  The  show  would  consist  of  an  Inter¬ 
view  plus  a  tournament.  Cost  $45,000  for  six  program  segments:  a  tota 
audience  of  50,000,000  viewers. 


ODYSSEY2  -  LEISURE  TIME  ELECTRONICS 

* 

Client  requested  the  Agency  place  a 
of  Leisure  Time  Electronics  for  $4,200. 
at  no  premium.  Mr.  Michaelson  suggested 
also  indicated  that  they  would  run  extra 


full  page  ad  in  the  February  Issue 
They  have  offered  an  inside  cover 
the  use  of  the  CES  ad.  Mr.  Michael  son 
copies  for  retail  distribution. 


* 
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DISTRIBUTION 

D.  M.  Arganhright 
R.  W.  Strickland 
G.  A.  Michael9on  * 
R.  E.  Hutner 
P.  A.  Dow 


J.  _  . 

K.  E.  Cendro^ski 
R.  H.  Ross 

R.  J.  Gervason 
R.  L.  Paschke 
E.  L.  Acker 
P.  E.  Floyd 
T.  G.  Moore 
T.  J.  Emerson 
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NAMT  LIST  FOR  ODYSSEY  VOICE  SYOTHESIZER 

2,  WoaxO:  »  Voice  Bw. 


(DYSSEY  NSW  CARTRIDGE 

to  ».  «*■*■»  •  U«  -  »“  SS^ftS^Jw'iS'S5" 

srsr arst*." ££ ssr-isi — -  -  ■»— 

PCT,TCm  mpy  FOR  =30  K  r  HWCMW  CCMEBCIAL 

Ags-cy  informed  Mr.  Michaelson  that  it  was^the .^t^iS^ccrnercial  for 

this  decision  v*s  basai  on  the  foiled 

criteria: 


1. 


2. 


..  _f  V  c.  Munchkin  ccnmercial  that  aired  in 
Based  on  the  results  £ts  present  form  works.  By  that  we  mean 

Dec^nber,  the  cc^erci®1  immediate  storerocm  traffic 

^  fTSSS  for  this  cartridge  that  had  pr^sly 

not  existed. 

<n  rrivssev's  favor  to  maintain  the  present  anncxoncer  a^tone 
It  was  in  Odyssey  s  that  there  exists  seme 

Of  the  Munchkih  oonneretal  <Su*te^e  f^  ^  elanents  of  this  cower- 

ssrs^'i,' ins' «■»  «"“»“»  *— * 

c^npaigns. 


r» 
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ooiMf: 


000023 

The  Agency  did  agree  with  Mr.  Michael  son  that  the  copy  should  be  revised  sane- 
what,  to  further  stress  the  advantages  of  the  Odyssey  keyboard  and  hew  they 
relate  to  this  cartridge,  as  well  as  show  sane  superiority  ever  other  maze- 
type  games  vfoich  are  being  introduced  during  this  1st  quarter.  In  review  of 
the  revised  copy,  Mr.  Michaelson  stated  that  he  did  not  belie/e  that  the  copy 
was  aggressive  Plough,  it  did  not  position  Odyssey  as  being  a  sjperior  maze- 
type  game  and  direct  comparisons  may  be  required.  Mr.  Michaelson  stated  that 
he  was  in  touch  with  the  attorneys  to  find  the  degree  of  cancer i son  that  we’re 
ail  owed  versus  Atari's  introduction  of  Pac  Man. 

► 

Mr.  Michaelson  suggested  that  maybe  what  was  needed  was  an  entire  rewrite  of 
the  copy.  Possibly  utilizing  two  voices — a  child  as  well  as  an  adult,  to 
stress  Odyssey  attributes  as  a  maze  game  that  is  better  than  the  corpeti- 
tive  product;  as  well  as  the  family  orientation  of  the  game. 

Agency  will  return  to  Mr.  Michaelson  within  the  next  day  or  so  with  new  copy. 

ODYSSEY  K.  C.  MUNCHKIN  COMEPCIAL 

It  was  agreed  the  Agency  would  take  another  look  at  the  end  of  the  Odyssey 
cxrmercial  to  rake  sure  that  the  Odyssey  logo  was  more  legible  than  the 
first  K.  C.  Munchkin  oarmercial,  and  that  the  end  tag  include  the  nsne  o. 
cartridge  "K.  C.  Munchkin".  -  The  subject  of  including  a  dealer  tag  on  the 
cxrmercial  was  discussed.  s 

it  was  aoreed  that,  based  on  the  results  of  the  December  K.  C.  Munchkin  car~ 

£lTac^*eT:  f^ll  £  Sellers  ‘ 

nnvqqr-y  K.  C.  MUNCHKIN  MEDIA  PLAN 

It  was  explained  to  Mr.  call  for  one  full 

£^fof  ^Advertising, ^5  rarkets,  150  TGBP's,  as  well  as  one  full  month  of 
cable  television  advertising. 

mrffT.CTtr  FOOTBALL  RHXM-3jDATO3j 

Agency  informed  Mr . ^^j^sATtAAoll^  fSIbal/prigr^s  as  we  did 

Michael  sonthat  the^en^sreca^ndati^  on  vs  other 

Tt.  Tte  basis  of  this  ^TTTAfAAAAld  not  give  us  details  as  to  the 

madia  publications  and  2)  c°^^®  .  speculation  is  that  the  target 

people  wt®^^SSn^cts  with  tte  defined  target  audience  for  Odyssey, 
audience  soiewhat  coruxi^ 

.  .  fplt  the  fourth  ccver  for  Odyssey  in  this 

B 

have  to  have  an  answer  by  February  1,  1982. 
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US  AIR  AIRLINES  SWEEPSTAKES  000024 


Agency  presented  to  Mr.  Michaelson  a  layout  and  dunny  copy  for  the  sweepstakes. 
Mr.  Michaelson  approved  the  headline  in  which  the  45  video  games  are  mentioned 
and  the  visual  frcm  the  other  layout.  However,  the  on-screen  action  should  be 
of  K.  C.  Munchkin.  Mr.  Michaelson  suggested  that,  if  possible,  insert  into  the 
layout  a  picture  of  the  available  software,  especially  the  Master  Strategy  games. 

TRADE  ADVERTISING  -  LEISURE  TIME  ELECTRONICS 


Discussed  with  Mr.  Michaelson  his  request  to  place  the  CES  ad  in  Leisure  Time 
Electronics!  Agency  advised  Mr.  Michaelscn  that  the  CES  ad  was  a  bit  outdated 
and  that  we  would  be  better  off  revising  the  "Introducing  the  Money  Machine"  ad 
than  we  would  using  that  slot  machine  CES  ad.  Mr.  Michaelson  agreed  anc  re¬ 
quested  the  Agency  to  go  ahead . 


SPRING  ISSUE  ADVENTURE  MAGAZINE 

Agency  inf  orrred  Mr.  Michaelson  that  if  his  schedule  could  be  arranged,  Jeff 
Gaydos  and  Paul  Curtis  of  CeCo  Publishing  would  like  to  meet  with  him  in  Detroit 
cn  Friday  the  22nd  to  discuss  the  contents  of  the  next  issue  of  the  Adventure 
maaazine,  as  well  as  the  receipt  of  responses  on  the  praraer  issue  cf  the  maga¬ 
zine.  Mr.  Michaelson  informed  the  Agency  that  it  was  impossible  for  him  to  be 
there  on  Friday  the  22nd.  He-would  prefer  to  be  there  Fonday  morning. 


********** 
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CDYSSEY  GREAT  WALL  STRLbT  FORTUNE  HUNT 

Mr.  Michaelson  requested  the  agency  genera" ^^"Th^teVin^L 
layout  of  the  Wall  Street  Fortune  H._  ^  ^  y  systOT,  nor  did  it 

present  form  was  strong  ^oug  PP°  x  ^  adult  narket.  This  does  not 

S  £*  —  ~~  *•  *  *«■- 

lation  of  Wall  Street  itself. 

CDYSSEY  K.  C.  MUNCHKIN 

Mr.  Michaelson  informed  the  ingoing  to  be  a  losing  effort, 

as  if  the  court  case  regardiogK.  C.  odyssey  and  K.  C. 

— « «■  - 

and/or  public  relations. 


*  *  *  *  * 
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t-hp  Adventure  Magazine.  Mr.  with  Mr.  Michael  son. 
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Mr.  Quarter  stated  that  he  would  have  to  review  the  magazine  contents  prior 
to  making  this  decision,  and  he  would  get  back  to  the  Agency. 

ODYSSEY?  COMPARISON  BROQiJRE /MONEY  MACHINE  BROCHURE 


Mr.'  Quartan  informed  the  agency  that,  due  to  K.  C.  Hmchkin  reference  in 
the  above  stated  brochures,  they  may  not  be  districted  until  the  Mure hk in 
references  are  emitted. 
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OPTION  TO  PURCHASE  RIGHTS  TO 


MICROPROCESSOR  VIDEO  CAME  SOFTWARE 


This  Agreement  made  this  ft™  day  of  July,  1976 
between  MAGNAVOX  CONSUMER  ELECTRONICS  COMPANY  (" Magnavox " ) , 
having  a  place  of  business  at  1700  Magnavox  Way,  Fort  Way no , 
Indiana  46804,  and  EDWARD  AVERETT  ("Averet t" ) ,  doing 
business  as  Averett  and  Associates  at  1727  Banff  Drive, 
Sunnyvale,  California  94084, 

WITNESSETH: 


Whereas,  Averett  has  developed  certain  proprivt  it y 
software  for  playing  educational  gomes  on  a  microprocessor 
controlled  video  game  (hereinafter  referred  to  as  the  “so:  f.-.  jr 
and  i *•  desirous  of  having  Magnavox  evaluate  the  software 
confidence;  ^ 

Whereas,  Magnavox  ir,  desirous  of  obtaining  an  r»?  1 1  >t> 
to  become  Averett' s  exclusive  licensee  to  use  the  softwar.  end 
to  make ,  use  and  sell  apparatus  containing  the  software  r  . 
"license” ) ; 

Now,  Therefore,  in  consideration  of  the  payment  of 
Fifty  Dollars  ($50)  and  other  good  and  valuable  considerate  . 
the  receipt  and  sufficiency  of  which  is  acknowledged,  Awro-.l 
hereby  grants  to  Magnavox  an  option  for  the  license  and  M.m -- 
vox  agrees  to  confidentially  evaluate  the  software  according  r 
the  following  terms  and  conditions: 


1.  Magnavox  slml 
ware  and  shall  not  disclose 
involved  with  evaluating  the 


1  confidentially  evaluate  th«-  ' ' 
to  anyone,  except  its  employe* 
software,  any  proprietary  ih|rr 


iwoooo 


4 
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concorning  the  software  which  it  receives  from  Averett  foi 
a  period  of  two  (2)  years  from  the  date  of  this  Agreement 
if  it  does  not  exercise  its  option  under  the  terms  of 
Paragraph  3.  Q*'”  ' 

2.  x Magnavox  shall  not  use  any  proprietary  in¬ 
formation  received  from  Averett  relating  to  the  software, 
not  previously  known  by  Magnavox  or  independently  developed 
by  Magnavox,  in  the  manufacture,  sale  or  use  of  its  products 
unelss  it  exercises  its  option  to  become  licensed  under 
Paragraph  3. 

3.  Magnavox  shall  have  the  option,  exerciseaL. 
within  three  (3)  months  from  the  date  of  this  Agreement,  to 
become  Averett' s  exclusive  licensee  to  use  the 
software  and  to  make,  use  and  sell  apparatus  which  contai-ii 
the  software,  under  the  following  terms  and  conditions: 

(a)  Magnavox  shall  pay  to  Averett  a  net 
royalty  of  seventy-five  cents  ($.75)  for  each 
product  sold  by  Magnavox  containing  the  softwm  . 

(b)  Averett  warrants  and  represents  that 

K  \ 

he  has  a  complete  and  unencumbered  title  to  s.n 
software,  including  the  rights  to  sell,  licenso 
and  assign  all  rights  to  the  software. 

(c)  Magnavox  shall  maintain  sales  record  . 
showing  the  number  of  sales  made  each  month  of 

apparatus  containing  the  software.  Averett  shill 

upon  thirty  (30)  days  notice  to  Magnavox  have  the 
right  to  have  said  records  inspected  by  an 
independent  CPA  not  affiliated  with  Averett. 

,d)  Magnavox  shall  pay  to  Averett  within  thirty 
,30)  days  of  its  exercise  of  this  option  -no  T:n  >  . 
Dollars  (51,000)  which  shall  be  an  advance  on 
royalties.  Royalty  reports  showing  the  number 
products  containing  the  software  sold  by  Magnav,.-. 
and  royalty  payments  therefor,  shall  thereafter  bo 
made  by  Magnavox  on  a  quarterly  basis. 


-  J- 


(e)  Avcrett  agrees  that  he  will  at  Magnavox’ s 

request  take  all  necessary  steps  to  secure  copyright 
protection  for  the  software  under  the  applicable 
United  States  copyright  laws.  • 

(f)  Averett  shall  provide  Magnavox  with  an 

% 

object  code  in  a  machine  readable  form  for  reproJucin > 
said  software.  Averett  shall  supply  the  necessar> 
documentation  for  Magnavox ’s  production  of  an  in¬ 
struction  book  for  playing  the  game  embodied  in  the 
software.  Averett  shall  cooperate  in  every  reasonable 
way  with  Magnavox  in  the  production  of  said  instruction 
book,  however,  Magnavox  shall  reimburse  Averett  J  or  ar.. 
out-of-pocket  expenses  incurred  resulting  from  sach 
cooperation. 

(g)  Averett  shall  not  disclose,  offer  for 
lease,  or  otherwise  make  available  the  software  tr 
any  other  party  during  the  term  for  which  Magnavox  is 


licensed. 


(h)  Upon  exorcise  of  the  option,  AvereL*.  -uici 


go  i  twof-e 


Magnavox  shall  exedute  a  formal  license  agreomr nl 
containing  the  foregoing  provisions  and  any  othr.r 
terms  reasonably  nqccssary  to  secure  Magnavox'.*: 
rights  under  the  license. 

i.  Avcrrtt  nhnll  -tun  fifo*  tin*.-  o- 

U)1  I  . .  riThtr  *"  nr  nur.h.CU  Of  J  I.  ■ 

far  [tliyill'J  ^irirn  r~  *  *"  ei.wtre i  i-c-r  *M*> 


5.  Averett  shall  not  disclose,  offer  for  sal., 
license  or  lease  to  any  other  party  the  software  durinc  th. 
three  (3)  month  period  in  which  the  option  is  .xerciseablc  by 


Magnavox. 


6.  Magnavox  may  exercise  its  option  by  giving  nr. tic* 
in  writing  to  Averett  within  three  (3)  months  from  the  date  of 


this  Agreement  at  the  following  address: 


e 


Edward  Averett 
Averett  and  Associates 
1727  Banff  Drive 
Sunnyvale,  CA  94087 


7.  This  Agreement  shall  be  interpreted  in  accor  lance 
with  the  laws  of  the  state  of  Indiana. 


8.  This  Agreement  constitutes  the  entire  agreement 
of  the  parties  and  may  not  be  changed  except  by  a  written 
agreement  signed  by  both  parties. 


EDWARD  AVERETT 


Title: 


MAGNAVOX  CONSUMER  ELECTRONICS 
COMPANY 


By:. 


/ 


/_ 


Title 
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March  4,  1982 


N.A.P.  CONSUMER  ELECTRONICS  CORP. 


tAU  Dt p  AK  Htl  N  f 


Mr.  Edward  Averett 
Averett  and  Associates 
2120  Wisteria  Drive 
Hixson,  TN  37343 


Dear  Ed: 


We  ar^-' sending  this  letter  to  place  in  writing  the  indemnity 
by  NAPCEC  which  has  been  discussed  with  you. 


NAPCEC  will  indemnify  you  for  any  liability  which  you  incur 
because  of  the  sale  by  the  company  of  video  game  software 
which  you  have  developed,  upon  the  condition  that  you  permit 
us  to  select  attorneys  to  conduct  the  defense,  allow  us  to 
the  defense,  and  extend  your  cooperation.  The 

include!  the  costs  of  defense  and  covers  the  litigation 
on  the  LC.  Munchkin  video  game  "where  the  plaintiffs  Atari  an 
Midway  are  seeking  to  add  you  as  a  defendant. 


cl 


cc:  John  M.  Porter 

William  T.  Streeter 
Linda  T.  Schumann 
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MAGNAVOX 


Ham  Sch inner 
John  Wattles  / 


oati  April  3,  1981 


iuusct  Odyssey 

Family  Inter^i 
Group  Discussi 


W 


I  have  reviewed  the  March  19  Odyssey  report  on  family  interviews  and  group 
discussions.  It  completely  supports  the  concept  that  the  customer  s 
interest  is  aroused  more  by  the  software  than  the  hardware  -  There  are  a 
lot  of  statements  in  the  survey  that  support  the  1de®  ^ha^h®dp^ 8Je 
should  be  primarily  a  variety  software  ad.  For  example,  the  a  co  ld  b 
illustrations  of  all  the  game  facings.  Our  message  could  be  that  we 
oot  a  lot  of  oames  to  play  and  some  of  them  are  very  unique.  Anytime  tha 
Atari  or*  Mat  tel  "'hone  in  on  a  few  games,  they  get  out-positioned  because 
5ur  print  ad  say5  very  graphically  that  we’ve  got  that  game  and  more. 

The  TV  ad  becomes  a  version  of  the  TV  ad  that  you  did  last  f. °™id 

i^s'Sf  ^;StrofP5oft^a^:ndCe^b^shes  the  ^sitioning  points.  Note 
the  following  points  from  the  survey  in  support  of  this. 

"1  liked  the  38  other  games  to  play,  and  explaining  a  little  bit  about 

and^expresSfed^isappointment^that'the'^onl^additiona^ga^s Odyssey  is 
offering  will  be  of  this  type. 

some  of  these.  Several  observed  that 

.  listing  •/  “h.  variety  of 

this  increased  thei  PP  ,  often  perceive  a  shortage 

of  software  --either^  pfirception  of  our  earlier  off  erii  g^  helps 

Consequently,  Sidwtly  an  important  link  in 

5ESia;.rt»  p™do=t » •»««• 


n _ 4  4  r  C 


Mr.  Ham  Sch inner 
Mr.  John  Wattles 
April  3,  1981 
Page  Two 


1. 


I'm  sure  you  will  agree  that  the  research  supports  the  above  position. 

In  case  you  don't  agree,  I'm  not  sure  that  I  do  either.  My  concern  is 
that  the  research  doesn't  support  any  position  —  including  the  one 
you  may  propose  as  a  result  of  the  research. 

The  comments  were  interesting  and  thought  provoking  "  but  the  base  is 
too  small .  I  am  not  prepared  to  spend  four  million  dollars  on  the  ba 
of  this  limited  sampling.  Where  do  we  go  from  here. 

«Siw2!*A5i:5  -s~.  - 

not  necessarily  sell  product  this  year. 

u  stated  in  the  strategy  -  ^stadllst  a  pesltlenttat  «“"« 
note)  Atari  and  establishes  Mattel  j£U(^  does  not  have  awareness 
aS? --Tow^tK  will  prpgblj ^spend  mrt ,  noney  than^wi 

SS  »«S’ S3  .nr  .2s  man 

when  we  t  w  hjve  t00  rouch  perceived 

We  must  payoff  the  variety  of  software.  WJ  long  on  one 

9ame$'  ft  the  Drice  This  is  a  ticklish  problem.  Your 

It's  important  to  payoff  the  price, 
attempts  come  very  close. 

,t  the  point  of  product  superiority  on: 

Somewhere  we  must  »*«  po  . 


2. 


3. 


4. 


5. 


a. 


Mattel  as  too  expensive. 


* .need  »  ““^7^.5'  ”m  ’*  “** 


CEUlti 


Mr.  Ham  Sch  inner 
Mr.  John  Wattles 
April  3,  1981 
Page  Three 


50%  of  this  is  national  and  50%  is  co-op.  However,  that's  a  guess.  We 
also  know  that  Mattel  will  spend  some  large  sum.  Our  eventual  national 
budget  will  be  higher  than  $4,000,000  (based  on  increase  in  forecast). 

Myr  Jones  raised  the  point  to  me  that  he  questions  whether  our  expenditur 
of  national  funds  on  TV  and  print  really  will  be  comparatively  effective. 

1  am  concerned  that  we  are  coming  from  "how  we  spend  the  money",  rather 
than  "how  we  accomplish  the  objective."  Whatever  we  do.  we  need  a 
concentration  of  effort  in  a  single  message  in  a  way  that  gets  us 
considerable  impact. 

Looking  forward  to  discussing  this  further  with  you. 


Jerry  Michael  son 


JM:kic 


cEur, 


Hr.  Michaelson  is  out  of  town  and  mailed  this  letter  for  typing.  There 
is  a  word  missing  which  was  not  too  legible.  I've  attached  his  handwritten 
copy  for  your  information.  If  you  have  any  questions,  please  call. 


Karen  Cornman 

Secretary  to  , Jerry  Michael  son 


C£ll 
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N.A.P.  CONSUMER  ELECTRONICS  CORP. 


TO 


Jt 


Staup 
Schumann' 
R.  Hutner  ' 

6.  Michaelson 
V.  Graves 


R.  Coker  ' 

R.  Ulrich  ' 

S.  Veltkamp 
B.  Greer 

W.  McDowell  " 
G.  Gerdes  - 
B.  Strickland 


cc:  C.  Heffron  ' 
G.  Simerly  ' 
G.  Hauke 
J.  Creed 


DATE 

000050 


24  July  1981 


■v 


h»om  e.  Collins 

subject  Scheduling  of  AC9435 
Game  Cartridge 


The  subject  meeting  was  called  for  the  purpose  ^^^^^r'pre-pJoduction 
rboCthrrardt9rtdgeCa4nd5 carton/ inltrSctlon^book.  The  earliest  production  date 
has  been  targeted  for  September  28,  1981. 

The  following  sthodulo.  “TJJg  $  “r“'"  “ 

issued  by  Program  Timing  Department  the  wee 

r:AMr  PARTRIDGE 


Testing  July  23  -  July  30 

BM  July  27 

n*  Punch.  duly  30  -  Sept.  11  Stoerly/M-’’ 

CARTON /I  .B_!_ 

14  -  Aug.  38  Ulrlch/Hutner 
*  Carton  Separation  Aug.  14  9 

/  n n 


•  *  Art  Copy 
-  l.B.  Sep. 
Printing 
Name  Generation 
*  carton  Prod. 


July  23  -  Aug.  14  Lehner/Bradford 
Aug.  17  -  Aug.  31  Ulrich 
Aug.  31  -  Sept.  7  Ulrich 
July  23  -  July  24  Schumann 
Aug.  28  -  Sept 27  Ulrich 


Swsssa- - 


Page  Two 

AC9435  Game  Cartridge 
24  July  1981 


.  000051 

Anm.^  ina«°h^S  !0!?9  J°  take  place  dur1n9  the  weeks  of  July  27  through 
August  10  on  the  following  six  selected  names: 


1.  Pac  Attack 

2.  Snack  Han 

3.  Snack  Pac 

4.  Motor  Mouth 

5.  Munch  Man 

6.  Gobbllns 


The  quantity  for  the  Initial  release  has  not  been  determined  as  of  this  date. 
R.  Coker  will  supply  this  information  during  the  week  of  July  27.  - 


E.  Collins 


EC/sn 
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uL 
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Prepared  for 

N.A.P.  Consumer  Electronics  Corp. 
A  North  American  Philips  Company 
P.O.  Box  6950 
Knoxville,  Tennessee  379H 
Telephone  (615)  521-4316 


Prepared  by 

Trout  &  Ries  Advertising 
1212  Avenue  of  the  Americas 
New  York,  New  \  ork  10036 
Telephone  (212)  869-8888 


The  video  same  wars. 


Slide  1. 

Several  months  ago,  you  asked  us  to  undertake  a 
positioning  project  on  behalf  of  Odyssey.  We  re  here 
toda\  to  report  to  you  on  the  results  of  our  strategic  look 
at  the  video  game  wars. 


Slide  2. 

The  framework  for  this  study  is  a  body  of  thought 
we  developed  several  years  ago  called  Marketing 
Warfare.  As  you  may  know,  we’ve  conducted  a  number 
of  seminars  on  the  subject  and  have  been  applying  the 
principles  of  Marketing  Warfare  for  our  clients,  and  on 
a  project  basis. 

Basically,  we’ve  been  saying  that  marketing  is 
entering  a  new  era  in  the  1980’s.  An  era  that  will  make 
the  70’s  look  like  a  Sunday  school  picnic. 

It’s  going  to  be  war  out  there  as  the  name  of  the 
game  will  be,  “Taking  business  from  someone  else.' 

In  fact," we  see  the  traditional  definition  of 
marketing  going  the  way  of  the  Edsel.  In  other  \%ords, 
“being  customer  oriented”  will  no  longer  cut  it  in  the . 
80’s.  Every  company  in  every  major  category'  will  be 
customer  oriented. 
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To  be  successful  in  the  80’s,  a  company  must  be 
“competitor”  oriented.  It  must  look  for  weak  points  in 
the  positions  of  its  competitors  and  launch  market 


attacks  against  those  weak  points. 

In  short,  it’s  time  we  in  business  learned  to  think 


like  the  military. 
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Marketing  warfare  is  an  attempt  to  apply  military 
thinking  to  marketing  problems. 

Military  science  is  thousands  of  vears  old. 

Marketing,  as  a  scientific  discipline,  is  less  than  50 
years  old.  Marketing  is  long  on  “seat  of  the  pants”  N 
thinking  and  short  on  theory.  Military*  principles  can  v 
help  bridge  the  gap. 

The  best  book  on  marketing,  in  our  opinion,  was 
written  not  by  a  Harvard  professor. 

Not  by  an  alumnus  of  General  Motors,  General 
Electric  or  even  Proctor  Sc  Gamble. 

We  think  the  best  book  on  marketing  was 
written  by.  .  . 
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...  a  retired  Prussian  General,  Carl  von  Clausewitz. 
Entitled  “On  War,”  the  1832  book  outlines  the 
strategic  principles  behind  all  successful  wars. 

In  particular,  Clausewitz  isolated  the  two  basic 
principles  of  warfare. 
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First  is  the  principle  of  force.  The  big  fish  eat  the 
small  fish.  The  big  company  beats  the  small  company. 

When  you  examine  the  mathematics  of  a  fire  fight, 
iis easy  to  see  why  the  big  company  usually  wins. 

Let's  say  that,  the  red  force  has  a  50  percent 
numerical  superiority  over  the  blue.  Nine  versus  six. 
Ninety  versus  sixty,  or  nine  thousand  versus  six 
thousand.  It  makes  no  difference  what  the  numbers  are, 


the  principle  is  the  same. 
After  just  a  few  volleys, 


blue  will  be  completely 


Clausewitz  studied  all  of  the  military  battles  of 
.corded  history-  and  found  only  two  where  the  victory 
«nt  to  the  side  inferior  in  manpower  by  a  factor  ot 
than  two  to  one. 


The  vast  majority  of  the  time,  the  larger  force 
prevailed. 

This  result  may  be  just  the  opposite  of  what  you 
have  been  led  to  believe  by  all  those  Hollywood  movies. 
The  myth  that  a  few  marines  can  handle  a  company  of 
Japanese. 

What  about  differences  in  quality  of'personnel? 
Surely,  quality  is  a  factor  as  well  as  quantity. 

And  it  is,  but  superiority  of  force  is  such  an  over¬ 
whelming  advantage  that  it  overwhelms  even  a  quality 
difference. 

The  second  principle  of  Clausew’itz  is.  .  . 
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. . .  the  superiority  of  defense. 

No  military  commander  would  seek  out  combat 
with  the  odds  stacked  against  him  like  the  blue 
commander.  Instead  of  an  open  fight,  the  blue  force 
would  most  likely  be  arrayed  in  a  defensive  position 
behind  an  obstacle  of  some  kind. 

How  does  this  change  the  mathematics  of  the 

situation? 

For  a  blue  soldier,  the  odds  are  still  the  same,  ©ne 
out  of  three  shots,  that  he  will  hit  one  of  the  red 

auackers.  . 

What  changes  are  the  odds  that  a  red  soldier  will  De 

able  to  hit  one  of  the  blue  forces  which  now  has  the 
security  of  a  defensive  position.  Instead  of  one  out  of 
three,  let’s  say  that  the  odds  increase  to  one  out  of  nine 

ib0ti(This  corresponds  to  the  difficulty  of  making 
-conquest"  sales.  That  is,  taking  business  away  from  an 
established  compedtor  is  usually  much  more  did.cun 
.ban  getung  business  from  a  previously  uncommit 

•  ’““S'e!  rhre,  volleys,  red  and  blue  would  be  »  equal 

tfreneth  Presumably,  the  red  commander  would  callo 
>  rSb  since  he  no  longer  has  superiorly  o  numbers. 
-•  The  principle  ol  die  superiority  ol  ihe  defense  has 

ban  proved  throughout  military  history-,  most  notably 
in  181 5  at  the  little  Belgian  village  of  W  aterloo  w  here 
Wellington  blocked  Napoleon’s  return  to  glory . 


Thesupferion^'  of  thodefwis^ 
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When  v 


ou  apply  these  principles  to  conflicts 
between  aimed  forces,  you  discover  there  are  different 
Winds  of  warfare.  Depending  on  w  here  you  find  yourself 
on  this  strategic  square,  you  need  to  conduct  yourself 
according  to  certain  rules  of  the  road.  \ 

The  leader  in  a  given  business,  often  with 
dominant  market  share,  is  concerned  wdth  defense. 

Protec  ting  what  he  already  owns. 

A  strong  number  two  would  have  the  resources  to 
mount  an  attack  on  number  one,  and  go  on  the 
oflensive. 

Flanking  moves  are  made  by  competitors  who 
cannot  undertake  direct  attacks,  and  therefore  move  into 
unoccupied  areas  (smaller,  bigger,  cheaper,  more 
expensive,  etc.).  .And  guerrillas — well,  the  less  said  about 
them  the  better. 


Our  next  step  was  to  apply  this  type  ot  discipline  i 
the  video  game  business.  This  recent  article  from  The 
Wall  Street  Journal  pretty  much  describes  the  various 
players— Atan  with  an  estimated  75  percent  of  thev 
market.  Mattel  with  15-percent,  Odyssey  with  9  percent 

and  Ascrovision  with  1  percent. 

In  marketing  warfare  terms,  and  based  on  those 
market  shares,  this  would  translate  into  a  straiegiL 
«rmaie  that  would  look  something  like  this. 


<. 


Slidell. 

Let’s  start  with  the  principles  of  defensive  w  arfare. 


\ 


Principles  of  defensive  warfare. 


Only  the  market  leader 


strategy  fsto  attack 
yourself. 

Strong  competitive ' 


be  blocked. 


moment  against  the 

^  *  i  ilai  ii  ■■  ■  r>  T~if  ■‘Lit'-  v 
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First  principle.  Only  the  market  leader  should 
consider  playing  defense,  and  Atari  is  doing  that 
very  well. 

Second,  the  best  defensive  strategy  is  to  attack 
yourself.  In  other  words  to  improve  your  weak  points 
and  shore  up  any  area  where  you  need  to  improve. 

And  third,  strong  competitive  moves  should  always 
be  blocked.  Considering  Atari’s  announced  intention  to 
improve  their  graphics  and  the  overall  quality  of  their 
game,  it  seems  to  us  that  they  are  indeed  playing 
effective  defense. 
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And  w  ith  an  announced  1982  promotion  budget  of 
.  $40  million  (some  sources  say  it  may  be  as  high  as  $60 
million).  Atari  is  certainly  keeping  the  pressure  on. 


Slide  15. 

Now  let's  move  onto  Intellivision  and  take  a  look 
at  the  principles  of  offensive  warfare. 


•* 
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A  '  The  first  and  main  consideration  of  offensive 
*  ^ 

/  warfare  is  ihc  strength  of  the  leader’s  position.  Not  so 
l?:  much  our  own  strength  but  rather  the  strength  of  the 
^  brand  or  company  we’re  trying  to  attack. 

^  Secondly,  that  attack  should  be  launched  at  the 
weakest  position  in  the  leader,  and  it  should  be 
launched  on  as  narrow  a  front  as  possible. 

Slide  17. 

j£  Intellivision  is  indeed  attacking  at  a  weak  point— 
;r4  Atari's  inferior  graphics.  In  almost  all  their  promotion, 
f '  Intellivision  zeroes  in  on  that  side  by  side  comparison  to 
i"  demonstrate  their  superiority. 

>lr 
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Has  Odyssey  been  attacking  Atari  at  a  weak  point. 
k  would  certainly  seem  so  with  a  consistent  promotion 
fee  tha.  emphasizes  the  excitement  of  a  game  combined 
the  mind  of  a  computer.  But  let  s  go  a  little  b 
^and  st  if.  indeed,  Odyssey  has  been  successful  in 

[approach. 


IThe  main  consideration 
is  the  strength  of  the 
leader's  position,  n-' :  J:  r 

r'Z SyVi^A. .*• 

The  attotk  should  wn-jr’;' 
launched  at  the  leader's  ■% 
weakest  position.  tyS 


'  weakest  position.  .  S 

The  attack  should  be  ,.v. 
*<C  launched  on  as  narrow  » I 
front  aspossSbler  V.^;.^: 
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As  you  probably  remember  from  our  book  on  the 
sibject,  we  believe  that  the  mind  is  the  battleground  for 
all  marketing  wars,  and  up  there  between  seven  inches 
ot  gray  matter  is  where  most  of  the  battles  are  won 

or  lost. 
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r  Based  on  some  of  the  recent  awareness  studies,  it 
wuld  appear  that  you’ve  been  losing  the  battle  for 
people’s  minds.  In  terms  of  both  total  brand  awareness 
*  and  advertising  awareness,  Odyssey  is  a  distant  third, 
wfl  behind  lntellivision  and  well  behind  Atari. 


E  Slide  21. 

In  a  more  intangible  sense,  we  believe  you’re  also 
losing  the  media  battle  for  people’s  minds.  This  Forbes 
is  article,  for  instance,  on  video  games,  talks 

HT  Atari  and  lntellivision.  Odyssey  is  never 

jy  p^nnoned 
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And  you're  losing  the  battle  again  when  T\  Guide 
s  a  cover  storv  on  video  games  and  fails  to  menuon 
number  three  brand.  Out  of  sight  and  out  of  mind. 


C.CNFi(DLI\m  Ipij/ 


SWr. 


tk  J 
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We  stepped  back  a  little  bit  and  asked  ourselves 
*hy  this  situation  should  be.  Is  it  because  there  haven’t 
been  enough  advertising  dollars  against  the  problem?  Is 
it  because  we  don’t  have  enough  game  cartridges  in 
comparison  with  the  leaders?  Is  it  possible  we  have  the" 
wrong  name  for  our  product? 

One  by  one,  we’d  like  to  take  a  look  at  those  three 
possibilities. 


We  asked  ourselves  why 

1  ,  •>  V-  -  *  •  *  t ,■  t  ■  .  ,  / 

1  Not  trough  *d  dolUn? 

2  Not  anough  cwtridgaa? 

I.  *V.  v*  V  V  .  ••  * 

3  Th#  wvooq  name?  '!>  *  V 
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Based  on  the  recently  completed  media  weight 
test,  it  appears  that  ad  dollars  are  not  the  problem.  A 
conclusion  bom  that  fourth  quarter  1981  test  states, 

"the  purchase  preference  for  Odvssev  did  not  change 
significantly  at  any  level  of  media  weight.  If  anything, 

~  the  additional  media  weight  appeared  to  help  Atari  the 
;  it’s  worth  noting,  of  course,  that  this  test  was  done 

k  the  current  creative  and  current  strategy. 


Odyssey  did  not  chsnge  rfflprficentty. 
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*  Our  conclusion  on  game  cartridges  is  ihat 

\  onridges  are  not  a  major  problem.  It’s  true  that  you  are 
blocked  from  obtaining  the  hot  new  games.  The  Star 
?  Wars  game  and  the  new  Disney  movie,  ‘  Tron  "ill  be 
"  pwrHj  to  other  game  manufacturers.  But  you  have 
f-  owred  all  major  categories  (arcade,  sports,  acuon, 
t**asy,  educational,  etc.). 

’  And  you're  successfully  producing  very  good 

1.  toockoffs  of  successful  games,  such  as  Pac-Man  and  the 
A  Defenders  game.  So  we  don't  see  this  as  a  major 

jgaoUenv 
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ft' >'  The  Odyssev  name,  however,  could  be  a  real 
ife-obkm  In  a  recent  top  of  mind  brand  awareness  study 
BCwas done  for  you,  the  findings  show  that  the 
B?Od!»ey  name,  after  being  in  existence  for  10  years,  is 
Kg  only  by  3  percent  of  consumers,  ’i  et.  after  only 

K  Atan  name  is  kno"'n  by  60  percenl  ° 

and  Intellivision  by  5  percent. 

■Ip^-  COKI  FXfDifl^Tr  ft  I 


,  „  i 


Name  ‘ 


Inteffivision  by  5  P*'®*'*' WJV ''  ''h 


Key  problem. 


Jnth» 


Kodak 
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The  original  cascade  effect  in  several  colors  is  very 
hard  for  the  uninitiated  to  decipher.  The  more  recent 
computer-like  typeface  is  not  much  better.  But  all  these 
points  are  minor  when  stacked  up  against  what  we  see 
%  the  real  problem. 
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Your  overriding  problem  is  that  Odyssey  lacks  a 
cfcariv  focused  strategy  that  successfully  attacks  a  weak 
pnrat  in  the  leader. 


Our  observations. 


•  ■ •  >*  y. 

V  i  'T 


1  Octywar"  *  i  belt*  narr*  for  • 
9ama  cartridge  than  •  video  aarpa 

2  Graphically,  tfw  ‘‘OdysMy"  mm« 


■  ?  >>, 
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^  Because  in  strength  there  is  always  weakness. 

L-  of  these  dominant  brands  has  some  weakness,  and 
f  v»  been  successfully  attacked  by  a  competitor.  .  o 
«*urauon,  no  company,  no  nation,  no  religion,  no 
&  2“Jual  is  without  a  weakness.  It’s  our  job  to  find 
weakness  and  attack  at  that  point. 

m.  L. 
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Our  observations  about  the  name  Odyssey  are  as 
fallows.  First,  Odyssey  is  really  a  better  name  for  a  game 
cartridge  than  a  video  game  system.  In  other  words, 
Odyssey  suggests  an  adventure,  a  passage,  a  journey 
from  one  place  to  another.  In  effect,  a  game.  \ 

And  graphically,  we  do  want  to  poiht  out  that  the 
Odyssey  name  has  been  very  difficult  to  read. 


Whtvt  ait  tf»  colas  strong? 
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As  an  illustration,  we  could  ask  where  are  the  cola 
beverages  strong?  Well,  between  them,  Coke  and  Pepsi 
account  [or  nearly  60  percent  of  all  soft  drinks  consumed 
in  this  country .  That’s  intense  market  share  and  mind 

share.  v 
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Yet,  if  you  look  closely  at  the  ingredients,  you’ll 
End  a  weak  spot:  caffeine.  All  cola  beverages  contain 
considerable  amounts  of  caffeine,  a  substance  that  is 
coming  under  increasing  medical  scrutiny  for  its 
possible  damaging  effects  to  your  health. 
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That  may  well  lead  7- Up,  for  years  the  L  n-Cola, 
id  intensify  its  attack  on  the  leading  beverages  by 
identifying  itself  as  the  one  soft  dnnk  without  caffeine 
This  is  a  dear  illustration  of  the  warfare  prindple  of 
stacking  at  a  weak  spot. 
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Back  to  the  video  game  wan.  Where  is  Alan  strong- 
It  seems  to  us  that  their  overriding  strength  and 
ir  overriding  perception  is  in  the  arcades.  When  it 
no  to  the  hot  new  games,  the  games  people  will  play 
Atan  has  got  you  by  the  arcades.  But  it  just  mav 
ibai  in  that  strength  is  a  weakness. 

Ns.',  J-jN  L 
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You  may  have  noticed  out  there  in  America  a 
certain  reaction  that’s  setting  in  against  arcade  games. 
This  article  in  The  New  York  Times  describes  why  one 
enraged  housewife  is  taking  on  the  video  games. 

Why?  Principally  because  they  are  closely  linked  t<5 
v  iolence  and  violent  activity.  Especially  in  the  way  they 
promote  shoot-em-up  action. 
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That’s  not  too  surprising,  when  you  consider  that  a 
Harris  survey  of  1,000  American  adults  last  year  showed 
that  two-thirds  of  them  believe  violence  is  played  up  too 
much  in  this  country,  and  that  71  percent  believe  we’re 
too  slow  in  finding  ways  of  controlling  violence. 


Harris  3urv<ey/Apiiii  &  1981 

$5  potcont  of  adult*  bofievt 
Niolencai*  played  up  top  much  in 

?  71  |Mrc«it  Country 

t*  slow  to  find  way*  to  control 
violence0 
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Television,  of  course,  is  the  stage  on  which  much 
of  this  controversy  is  played  out.  TV  Guide  in  April  of 
1981  reported  on  the  new  holy  war  against  sex  and 
violence. 


r 
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A  Wall  Street  Journal  article  several  months  later 
commented  on  the  casual  link  drawn  between  television 

and  acts  of  violence. 

coVO(PJL(DE<NTirSL 
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So  when  we  read  of  villages  zeroing  in  on  space 
invaders,  we  shouldn't  be  too  terribly  surprised. 

Says  the  article,  "Some  parents  think  their  children 
need  less  warfare  and  more  class  time." 
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Just  last  week,  the  Los  Angeles  Herald-Examiner 
reported  on  another  group  of  parents  blasting  back  at 
the  video  game  arcades. 


Slide  41. 

And  on  the  same  day,  in  The  New  York  Times*  a 
local  television  stauon  was  promoting  its  special  news 
report  on  video  games — are  they  expanding  or  warping 
your  child’s  mind? 


t 
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This  is  more  than  a  bi-coastal  phenomenon, 
however.  The  new  issue  of  U.S.  News  &  World  Report 
observes  that  across  America,  in  town  after  town  loca 
officials  are  struggling  to  cope  with  a  crare  that  as 
swept  the  country.  All  of  this  suggests  to  us  a  possible 

line  of  attack.  (fi<p  £(N,7  JM, 
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What  does  Odyssey  have?  The  keyboard,  of  course. 
The  one  device  that  clearly  differentiates  you  from  the 
competitor.  And  as  for  making  skillful  use  of  what  you 

have. . . 


sentiment  among 


our  recommenaeu  ^ 

meaning  to  the  Odyssey  name,  to  make  it  stand  for 
something.  Second,  to  make  better  use  of  the  keyboard 
advantage.  And  third,  to  do  both  of  these  while 
exploiting  the  growing  and-arcade  senument  among 

^iults.  .  .  . 

As  you  will  see,  this  attacking  strategy'  is  clearly  an 

adulionented  strategy.  We'd  like  to  illustrate  this 

commended  strategy  for  you  in  the  prototype  . 

^.hnard  of  a  TV  commercial. 
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Suddenly,  a  character  in  a  white  suit  with  angel 
wings  and  a  halo  pop s  onto  th**  yre**n  fHe  looks  like 
James  Vj^vr  r  rr##rv  ‘Hev  V  V  >  • 


ingei. " 
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He  turns  to  look  at  the  TV  set  as  the  action 
* 

continues.  “Got  ya,”  says  one  of  the  youngsters, 
"You’re  dead!” 
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The  guardian  angel  says,  “A  video  game  should  do 
more  than  destroy  things.”  He  snaps  his  fingers  and  the 
set  goes  dark.  The  children  react. 
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The  guardian  angel  continues,  "That’s  why  I  put  a 
keyboard  on  my  Odyssey  game. 


c  o v 


•JSta^as-staasE. 


'gj’t’sr 
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.  .  “improve  their  spelling 
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"and.play  educational  board  games 
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He  clean  his  throat.  "We  do." 
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"But  children  should  not  live  bv  violence  alone. 
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"Odvssev.  The  video  game.  .  . 

*  -s* 
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“that  can  also  improve  your  mind.” 


I  ft  L 
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\\  c  think  you  will  see  that  this  strategy  has  a 
number  of  important  benefits.  First,  it  sets  up  a 
powerful  public  relations  platform  under  which 
Od\$$c\  can  admit  to  the  negative  side  of  video  games 
w  bile  all  the  time  pointing  out  what  you’re  doing  to  \ 
improve  their  usefulness  w  ith  schools,  and  so  forth. 

1  wo,  by  setting  yourself  up  as  a  cleaj  alternative, 
we  believe  you  will  give  dealers  a  clear  reason  to 
continue  stocking  Odyssey. 

And  third,  the  guardian  angel  strategy  adapts  w'ell 
to  point  of  sale  and  packaging.  The  guardian  angel 
would  make  a  marvelous  store  display,  for  instance. 
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It  even  suggests  a  possible  solution  to  the  name 
problem.  By  employing  a  halo  with  a  cleaner  typeface 
for  the  Odyssey  name,  you  would  be  locking  the 
guardian  angel  strategy  to  the  name  itself. 
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We’re  verv  enthusiastic  about  the  potential  for  this 
,r..^  .  but  realisdcally  we  should  point  ou:  >e\tral 
potential  problems. 

Your  compeution  could  move  to  block  you  by  pre- 
empting  the  idea.  In  total,  your  competition  will  still  be 
outspending  you  by  at  least  10  to  1,  so  cutting  through 
the  noise  level  will  be  exceedingly  difficult.  And  as  it 
happens,  one  competitor  named  Intellivision  already  . 
has  a  superior  name  for  this  particular  strategy 

What  we’re  saying  is  that,  “Children  should  not 
live  by  violence  alone”  is  conceivably  a  strategy  that 
someone  else  could  take  away  from  you. 
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Says  Clausewitz,  "In  war  everything  is  very  simple. 
Dut  even  the  simplest  thing  is  difficult." 

\ 
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W  e  also  examined  the  potential  for  a  completely 
different  strategy .  One  that  would  employ  the  principles 
of  flanking  warfare. 


SToe  =~'. 

A  flanking  attack  is  unlike  an  offensive  attack  in 
several  ways.  A  flanking  move  should  be  made  into  an 
uncontested  area.  Tactical  surprise  is  a  crucial  element 
of  any  successful  flanking  move.  And  the  pursuit  of  the 
flanking  territory  can  be  just  as  important  as  the  initial 
flanking  attack  itself. 


i 
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W  e  asked  ourselves  where  the  video  game  war  is 
going  these  days.  A  recent  story  on  the  subject  in 
Advertising  Age  seems  to  suggest  the  answer. 

Atari  is  about  to  introduce  a  new  generation  video 
game  w  ith  a  suggested  list  price  of  S349.00.  Mattel  is  \ 
about  to  offer  a  voice  synthesis  module  as  an  option  to 
its  Intellivision,  and  they’re  also  moving  their  keyboard 
component,  a  sort  of  home  computer  unit,  into  three 
additional  test  markets. 

Both  of  these  moves  are  clearly  driving  the  market 
upw’ard  toward  more  sophisticated  and  more  expensive 
video  games. 


Where  lithe  war  going? 
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It’s  revealing  to  examine  where  other  w^ars  have 
gone.  Particularly  those  in  electronics. 

For  such  products  as  transistor  radios,  the  pocket 
calculator  and,  more  recently,  the  Sony  Walkman, 
introductory  price  levels  have  not  stood  up  for  long.  For 
these  and  many  other  electronic  devices,  introductory 
prices  have  fallen  rapidly.  And  competitors  have  entered 
the  market  with  lower-priced  products. 

Slide  67. 

That  suggests  to  us  a  low-price  flanking  move  on  . 
behalf  of  the  management  of  Odyssey.  In  other  words, 
much  as  Savin  successfully  flanked  Xerox  with  a  low- 
priced  copier,  and  Digital  Equipment  Corp.  successfully 
flanked  IBM  with  a  minicomputer,  you  should  consider 
the  same  kind  of  approach. 
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Our  second  recommended  strategy  would  be  to 
flank  the  industry  with  a  new  low-priced  video  game 
entry  (priced  under  $100.00). 

This  new  game  w  ould  have  its  own  name  and 
identity.  It  would  not  be  an  Odyssey  game.  It  would,  \ 
however,  be  compatible  with  most  Odyssey  software, 
which  wrould  have  obvious  pricing  and  packaging 
advantages. 

And  finally,  this  particular  approach  w'ould  be 
targeted  to  children,  who  are  surprisingly  susceptible  to 
price,  and  whq  are  excellent  conveyors  of  that 
information  to  their  parents. 

Slide  69. 

In  terms  of  a  product  strategy,  we  would 
recommend  for  this  new*  low-priced  entry  that  you  first 
remove  the  keyboard,  and  then  streamline  the  packaging 
and  add  a  streamlined  instruction  sheet  to  the  existing 
software. 

Let’s  now  take  a  look  at  a  prototype  television 
commercial  that  introduces  this  new  low-priced  video 
game. 

Slide  70. 

The  commercial  opens  with  two  nearly  identical 
robots  standing  side  by  side.  They  introduce  themselves. 
“I’m  T2.”  "I’m  V2,”  says  the  olher. 


the  first  programmable 
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Says  one  robot,  "We  have  shoot-em-ups,  eat-em- 
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.  .  .“baseball,  football,  basketball.  .  . 


Slide  78. 

.  .  .  “and,  of  course,  all  the  exciting  space  games." 


Slide  79.  j 

They  approach  the  end  of  the  corridor  and  a  video 
une  situng  on  a  pedestal.  “Best  of  all,"  says  one  robot, 
hev  named  the  game  after  us." 

PsL 
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With  the  introduction  of  a  new  low-priced  entry  in 
,-jdeo  game  wars,  you  will  see  that  T2-V2  occupies 
flanking  position  on  this  strategic  square,  while 
rwing  Odyssey  to  remain  in  an  attacking  mode 

inst  Atari. 

But  the  time  to  act  with  a  low-priced  flanking 
« is  now.  Because  as  Clausewiu  counseled.^ . 
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“T2-\'2  video  game. 
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"Big  selection. 
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•‘Smail.price.” 
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“The  statesman  who,  seeing  war  inevitable, 
hesitates  to  strike  first  is  guilty  of  a  crime  against  his 
country." 

Or  in  this  case,  one  might  say,  against  his 
company. 

Thank  you. 
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N.A.P.  CONSUMER  ELECTRONICS  CORP. 


November  20,  1981 


All  Odyssey  Dealers 


confidential 


inC*  and  MidwaY  Mf9-  Co.  have  filed  a  lawsuit  against 
n.a.P.  Consumer  Electronics  Corp.  and  Park  Magnavox  HEC  in 
Chicago  claiming  that  our  "K.C.  MUNCHKIN"  game  infringes 
their  copyright  on  the  "Pac-Man"  game.  They  also  claim  that 
we  have  engaged  in  deceptive  and  unfair  trade  practices  by 
passing  off  our  "K.C.  MUNCHKIN"  game  as  a  "Pac-Man"  game.  , 
To  support  their  position  they  have  submitted  to  the  Court 
a  copy  of  a  newspaper  ad  run  by  one  of  our  dealers  that 
described  our  "K.C.  MUNCHKIN"  game  as  a  "Pac-Man  Type  Game." 


It  is  our  policy  not  to  engage  in  any  deceptive  or  unfair 
trade  practices.  In  a  memorandum  of  October  27,  1981,  to 
all  Magnavox  sales  personnel,  DGMs  and  RMs ,  I  cautioned 
against  the  use  of  other  companies  \  trademarks  and  game 
names,  -pointing  out  that  misuse  of  them  can  result  in  legal 
liability.  It  is  Magnavox’ s  position  that  we  do  not  want 
others  to  misapply  our  game  names  and  trademarks.  Likewise, 
we  should  not  use  other  people's  trademarks  or  game  names  to 
refer  to  our  games. 


"Pac-Man"  is  Midway's  game  name  and  trademark  for  coin 
operated  video  games.  Midway  has  granted  rights  to  Atari 
to  use  the  "Pac-Man"  game  name  and  trademark  for  home  video 
games.  IN  KEEPING  WITH  OUR  POSITION,  WE  MUST  INSIST  THAT 
YOU  NOT  MAKE  ANY  REFERENCE  OR  COMPARISON  TO  "PAC-MAN"  IN 
ADVERTISING,  PROMOTING,  MERCHANDISING  OR  SELLING  OUR  NEW 
"K.C.  MUNCHKIN"  GAME. 


"K.C.  MUNCHKIN"  is  an  original  game.  We  intend  to  keep 
selling  it  on  its  own  merit. 
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